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THE EDITORIAL point OF VIEW 


ERE IT IS! At last the 1944 Spe- 
cial Membership Drive issue of 
Tue Brince is in your hands. We have 
fulfilled the order of your national 
board, and we have done so with a 
strong sense of the fitting nature of 
that order. We are glad that we have 
been given this opportunity to help 
the credit union movement get on 
with its program—confidentially and 
aggressively—now that the war is in 
its closing stages, and the challenge 
of the post war period is facing us all. 
Certainly there has been no time 
when the need for bringing the credit 
union message to new people has been 
more urgent. What we accomplish in 
the next year or two will very likely 
determine in large measure the extent 
of our movement's development dur- 
ing our time. We must be on the alert; 
on our toes. We must get on with our 
program, and now! 


Two Aims 

This issue has tried to accomplish 
two things, chiefly: (1) to help you 
convince your fellow credit union 
leaders of the importance of planning 
and carrying through strong member- 
ship drives at this time, and (2) to 
give you ideas and suggestions and 
information which would help you 
make your drive most effective. 


Custom Designed 

We hasten to assure you, however, 
that we have no intention of dictating 
to you how you should run your drive. 
If we present our suggestions a little 
forcefully at times, it is merely be- 
cause of our enthusiasm for the drive, 
and our feeling that it is so important. 

But we recognize, and strongly 
stress, that each drive should be cus- 


tom designed by a local committee to 
fit the particular needs faced. We are 
offering suggestions only—nothing 
more. We hope they will be helpful, 
and would appreciate any comments 
you may have—unfavorable as well as 
favorable; so that we may be able to 
judge how successful we have been, 
and so that we make better future 
issues of this nature. 


Post Mortem, Please 

We hope, also that you will tell us 
about the ideas you develop, and the 
results you obtained from them, so 
that we may pass them on to others. 

It will help you, too, in planning 
your future activities, if you keep a 
rather detailed record of what you do, 
and the materials you develop. This 
should be done as you go along, with 
a summary analysis immediately after 
the end of the drive, while details are 
clearly in mind. In other words it 
would be helpful to have a post mor- 
tem meeting or two of those in charge 
of the drive following the drive, so 
that conclusions based upon actual ex- 
perience and discussion can be put in 
the record for future drives. (Let the 
Brince have a copy of these conclu- 
sions, won’t you?) 


We Acknowledge 

We have acknowledged elsewhere, 
but would like to emphasize here, our 
unusual debt to credit union people 
themselves for the production of this 
issue of Tue Brince. Every issue, but 
particularly this one, in a very real 
sense is drawn from the collective 
thinking and experience, and is truly 
representative, and to a large extent 
the work, of the credit union move- 
ment. 











We credit union members help each other 
Take “old man money-problems” for a fall. 
Come, join with us and help us lick him— 


A growing source of wealth for all. 


Come, 


Help us build 
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Second Annual International Credit Union 


eAMembership Drive 


Official Proclamation 


The First Annual International Credit Union Membership Drive added 
over 53,000 persons to those who enjoy the benefits, and contribute to 
the strength, of the credit union movement. 

This year the Board of Directors of the Credit Union National As- 
sociation has set aside the period from September 15 to December 15 for 
the Second Annual International Credit Union Membership Drive. It 
has set 100,000 new members as the goal for the drive. 

Realizing that a great majority of the persons in Canada and the 
United States who need credit service do not have it; and further realiz- 
ing that the credit unions that participated in the first membership drive 
benefited largely thereby; and finally realizing that the credit union 
program has an important contribution to make toward achieving the 
general economic security so essential if we are to have permanent peace, 
I call upon all credit union members, all credit unions, all credit union 
chapters, all credit union leagues in Canada and the United States to 
throw their full strength behind this drive. 

It is my earnest hope that every credit union, and every organiza- 
tion of credit unions, will support the drive with strong promotional 
and informative material; that each will set aggressive individual goals; 
and that each will exceed those goals. We should have more than 100,- 
000 new members by December 15. Let’s set that as our minimum. 


Let’s go! 


R. A. West 


President, Credit Union National Association 
August 20, 1944 
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by |. Orrin Shipe 


OOLS for all jobs are mighty 
no matter what the 


A ¢al pentet! can't 


important 

task may be 
build a house without tools; a me- 
chanie can't repair a car without tools 
Our tremendous war effort was seri- 
susly handicapped until the tool sit- 
lation was solved 

Tools are not only wrenches, pliers, 
hammers and saws; they can be any 
mplements or objects used in per- 
lorming any operations or Carrying on 
work of any kind 

Tools that are used effectively in 
vetting persons to joina credit union, 
understand a credit union and use a 
credit union are leaflets, pamphlets, 
books, poste rs, blotters. movies, and 
o forth , 

Here is a list of such items that you 
might use to good advantage in put- 
ting your credit union’s Second An- 
nual Membership Drive over the top 

All of these items are available from 

our state league if it handles sup- 
plies, or Cuna Supply Cooperative, 
Madison 1, Wisconsin 


For New Member (General) 

What is a Credit Union—Ed. 23 
Price .42 per 100 net. A 342x614, one- 
fold leaflet that gives a brief yet ade- 
quate picture of the organization and 
function of a credit union. 

Three Questions About Credit Un- 





J. Orrin Shipe is educational director of the 
Credit Union National Association. 





196 


These two cuts are from the movie, 
ons—Price .28 per 100 net. A 342x6"4, 
one-fold leaflet that answers: What is 
Credit Union? How Does a Credit 
Union Operate? and How is a Credit 


Union Organized? 

Federal Credit Unions—Price .46 
per 100 net. A 32x72, double-fold 
leaflet for federal credit unions. Ex- 
plains purpose, organization, member- 
ship, management, loans, dividends 
and safety of a federal credit union. 

Three Million Amateur Bankers by 
William F. McDermott—Ed. 20. Price 
58 per 100 less 20 per cent. A 4x8%4 
one-fold leaflet that presents a brief, 
yet good overall picture of the benefits 
of credit union membership and ex- 
tent of movement. Reprinted from 
READERS DIGEST. 

When Consumers Run Their Own 
Banks—Ed. 9. Price .95 per 100 net. 
An 82x11, single-fold leaflet. An 
overall picture of the credit union 
movement and the benefits to the in- 
dividual member. Reprinted from 
CONSUMERS GUIDE 

Wherefore of Credit Unions—by W. 
Espey Albig. Ed. 5. .90 per 100 net. An 
8!ox1154, single-page reprint from 
ToLepo Busrngss. Tells how the credit 
union provides consumer credit for 
workers. 

Slaying the Debt Dragon by Lowell 
Brentano. Ed. 16. Price .60 per 100 net. 
An 8xll, one-fold leaflet reprinted 
from True Story. Reveals how men 
and women all over America are solv- 
ing one of modern life’s most difficult 
problems through credit unions. 

Credit Unions Help You Save—Ed. 
17. Price .60 per copy net. An 82x11 
one-fold leaflet reprinted from Con- 
SuMERS GuipE. Tells how defense 
workers are finding out how credit 
unions tide thrifty consumers over 
financial difficulties. 

A Handful of Change—Ed. 50. Price 
48 per 100 less 20 per cent. A 3%4x5% 


“The Credit Union—John Doe’s Bank” 





one-fold leaflet. Encourages the mem- 
ber to put his small change, which 
easily slips away, into the credit 
union. 

Save From the Top of the Pile—Ed. 
51. Price .48 per 100 less 20 per cent. 
A 314x512, one-fold leaflet. Encour- 
ages the credit union member to put 
his first dollar from his pay check in 
his credit union rather than his last. 

The Cooperative People’s Bank 
LaCaisse Populaire — by Alphonse 
Desjardins. Price .05 each net. An 
85x11, single-fold leaflet that con- 
tains in condensed form a credit union 
classic written by the person who or- 
ganized the first credit unions in Can- 
ada and United States. 

Credit Unions—The People’s Banks 
by Maxwell S. Stewart. Price .10 each 
less 20 per cent. A 54x82, thirty- 
two page pamphlet containing an im- 
partial, comprehensive, easily read 
story of the credit union movement. 

The Need for Credit Unions—Price 
05 each net. A 354x834, twelve-page 
pamphlet published by the Saskatch- 
ewan Section of The Cooperative Un- 
ion of Canada. Designed to be a door 
opener for the organization of a credit 
union, yet suitable for distribution to 
a new member. 

Credit Unions, by Dr. Frank O'Hara 

-Price .05 each net. A 334x7, twenty- 
four-page pamphlet published by the 
Paulist Press. Presents the credit un- 
ion idea together with study club out- 
line. Especially suitable for credit 
unions organized in Catholic groups 
although not pointed at parishes. 

What We Ought to Know About 
Credit Unions, by Anthony Lehner. 
Price .07 each net. A 512x814, sixteen- 
page pamphlet designed to give credit 
union members a clearer picture of 
the broad framework of consumer 
cooperation. 

(Continued on page 212) 
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THE why OF A MEMBERSHIP DRIVE 


If you are wondering why the repre- 
sentatives of the credit union move- 
ment in Canada and the United States 
—the directors of the Credit Union 
National Association —adopted the 
recommendation of the Association's 
Educational Committee (see page 165 
of July, 1944, Bripce) that there be a 
Second Annual International Credit 
Union Membership Drive, these para- 
graphs will give you some reasons. No 
doubt you will readily think of others. 


Membership Declines 

HE LATEST and only readily 

available figures of their kind, 

those published in October 1943 
by the Montuiy Lasor Review of the 
United States Department of Labor, 
show that credit union membership in 
1942 decreased to 3,139,457 from 3.,- 
304,390 in 1941. State chartered credit 
unions showed a shrinkage of 115,756 
members, while Federal chartered 
groups lost 49,177 members. 

Only a few state credit union su- 
pervisory authorities include mem- 
bership statistics in their 1943 annual 
reports. Those that do indicate that 
the trend toward fewer members con- 
tinues. Oregon chartered credit union 
membership decreased from 9,675 to 
8,448 in 1943; Minnesota, from 69,640 
to 64,865; Tennessee, from 24,878 to 
22,115; and North Carolina, from 27,- 
094 to 24,697. 


Less Than 36 Per Cent 

The latest report from the Federal 
Credit Union Section shows that of 
the 3,780,251 potential members of 
Federal credit unions, only 1,396,696— 
about 35 per cent—are actually mem- 
bers. 

In Wisconsin, one of the older credit 
union states, the potential member- 
ship of 570 state chartered credit 
unions at the end of 1943 was 452,305. 
The actual membership was 162,542— 
about 36 per cent of the potential. 

In other words, we may conserva- 
tively conclude that less than half of 
the potential members of existing 
credit unions are now getting the ben- 
efits of credit union service. 

And it is well to remember that in 
common credit union experience it is 
the new members who have the great- 
est need for loans. It follows, then, 
that the several million potential 
members not now receiving credit 
union service offer a great opportu- 
nity to put idle credit union funds to 
work. In December, 1942, less than 
half of the $340,188,694 assets held by 
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credit unions was being used by loans 
to members. 


Loans Needed 


A San Antonio Federal grand jury 
has indicted 13 small loan corpora- 
tions on charges of conspiracy to fix 
interest rates on small loans. 

The indictment charges that the av- 
erage interest rates of the 40 corpora- 
tions and 75 individuals affected (cp- 
erating over 400 small loan offices in 
the south, west and _ southwest) 
ranged from 60 per cent to 1,000 per 
cent on loans from $5 to $60—with the 
average rate ranging from 120 to 240 
per cent. 

The defendants are also accused of 
employing public officials, including 
state legislators, to oppose enactment 
of regulatory legislation which would 
interfere with the high-rate loan busi- 
ness. 

Two of the chains were also charged 
with conspiracy to evade the anti- 
trust laws by division of territory. 
> An attorney of the United States 
Department of Justice recently testi- 
fied before a Congressional committee 
that there is $500,000,000 lent at 30 
and 40 per cent annually, and roughly 
$1,000,000 lent at 120 and 240 per cent. 


> L. E. Townsend, president of Finan- 
cial Advertisers Association, said in a 
recent issue of BurRrouGHS CLEARING 
House that there are “fifty million 
Americans who have never done busi- 
ness with a bank.” 

> Annual interest rates between 200 
and 400 per cent were paid by over 
80 per cent of 1,181 borrowers in seven 
cities of North Carolina, found Dr. W. 
H. Simpson, of Duke University, when 
he recently interviewed these bor- 
rowers. 

> “Installment Buying by City Con- 
sumers in 1941,” a study published in 
the June, 1944, Montuity Lasor ReE- 
VIEW, says, “What installment sellers 
mean when they say that installment 
credit is ‘the poor man’s credit’ be- 
comes clear. More than 50 per cent 
of the installment buyers have in- 
comes of between $1,000 and $2,500. 


These are not the poverty-stricken 
families which must be supported in 
whole or in part by relief and char- 
ity; they are the lowest income groups 
among the self-supporting. 

“In 1941 about one-third of this 
country’s urban consumer units made 
installment purchases. ... Wage earr- 
ers, predominately in the lower and 
middle income groups, were using in- 
stallment credit more frequently than 
salaried workers or the  self-em- 
ployed.” 


More Savings Needed 


It is doubtful if credit unions, which 
now have surplus funds, will have 
enough money to take care of the 
postwar needs of their members. 

Note these paragraphs from the ac- 
count of a WPB census on page 207 
of this issue of THE Brince. 

“A majority of the families ques- 
tioned indicated that they plan to 
buy what they do buy when consumer 
goods are again freely available out 
of their then current income, or by 
installment payments, rather than by 
drawing upon their war savings. 

“The demand for automobiles will 
probably outstrip supply for several 
years. It would seem to require 6,000,- 
000 new automobiles and trucks to re- 
store the prewar level of ownership; 
the prewar average was little more 
than half this number—about 3,500,- 
000." 

A large portion of credit union 
funds were used for auto financing 
prior to the war. It appears that again 
auto financing will offer credit unions 
one of their most promising sources of 
service to their members. 


Educational Opportunities 

In the process of enlisting new 
members in the credit union, over 
100,000 persons will be contacted, per- 
sonally or through literature. The 
story of the credit union—its program 
of service, its motivating philosophy 
will be told, and better understanding 
result. 

The drive also presents an excel- 
lent opportunity to improve our in- 
ternal and external public relations 
program. This will be a good time to 
reacquaint employers with the advan- 
tages they receive from their employ- 
ees’ credit union. The public, too, 
should be informed about the pro- 
gressive, sound steps taken by your 
credit union to help more persons en- 
joy a fuller and richer postwar life. 

“Let’s go!” 


197 








Suggestions and Comments 


Hell's Fire 


‘kc IDEAS may not be worth 
a darn, but Hell’s Fire, what are 
we waiting for, Death and 
Taxes? writes Cliff Skorstad, Cuna 
fieldman now acting as Managing Di- 
rector of the North Dakota Credit 
Union League. Here are some of his 
random, but none the less pertinent 
thoughts just about as he hurriedly 
scribbled them down, while he was 
fending off countless and definitely 
harrassing other calls upon his time: 

“What Price Glory? . . . What divi- 
dends do the boys on the beachheads 
of France get? .. . How about divi- 
dends this very moment on Guam? 

“We are but on the beachheads of 
winning our war on usury. 

“If we at home are really patriotic, 
we shall go all out to build our credit 
union . . . take off lids on savings . . 
see that unnecessary restrictions of all 
kinds are removed .. . see that every 
the 


person in group served knows 
about the credit union .. . 

“More members join the credit 
union for that ‘secure’ feeling than for 
the purpose of saving a lot of money 


. new members are borrowers. . 
no one can tell what time he may need 
money; now is the time to join, in 
case... 

“How about some prizes to encour- 
age individuals and credit unions to 
get new members? Credit unions, 
chapters, and leagues, might choose 
up teams. 

“Make it a duty, an honor, a priv- 
ilege to participate in building security 
for people now while our boys die for 
freedom. ... Freedom from usury... . 
Freedom to control our own money. 

. Save now for postwar needs... . 
Don’t worry about dividends; if you 
want to worry, worry about serving 
members. . . . Serving members means 
increased savings, increased under- 
standing of, and use of, cooperative 
credit by members. . Means in- 
creased loans . increased security 





In order that credit union people might 
have the benefit of wide experience and au- 
thoritative suggestions in planning their 
individual membership drives, THE BRIDGE 
has asked leaders of the credit union move- 
ment to collaborate in the preparation of this 
special membership drive issue. A selection 
from the responses to this request appear 
on these two pages. Other contributions ap- 
pear elsewhere in this issue. THE BRIDGE 
acknowledges gratefully its debt to all. 





You can count on Canada 


A. B. MacDonald, treasurer of the 
Credit Union National Association and 
managing director of the Nova Scotia 
Credit Union League, writes: 


CTION is the live force that en- 
ergizes the blood-stream of 
credit unions; without action the 
blood-stream becomes—dried up, and 
the system perishes. Inaction is the 
highest common factor in credit union 
mortality rate. 
Smart credit union men know that 
their business cannot remain static. 
It must go forward or backward. 


It’s common sense 
“Let’s go the credit 


. increased strength and ability to 
extend the movement to others. 

“Who is so selfish as to say, ‘We 
don’t want any more members?’ 

“A bangup credit union member- 
ship drive now is the best kind of 
preparation for our postwar program. 
Let’s go!” 

(That’s a mouthful, Cliff. Thanks a 
lot.) 

The Best Part 


“1. The best part of the membership 
drive is personal contact. Bulletins, 
posters, cartoons, and such all help. 
They lead towards the personal con- 
tact, but in my opinion stress more 
and more and more the personal con- 
tact. People find that their fellow 
worker is a pretty good Joe after all. 

“2. A program—a plan—a goal. Last 
year our goal was: ‘No one who is a 
member or potential member should 
owe a high rate money lender a dime.’ 
Result, in one month, $5,000 in new 
credit union loans.”—R. V. Liston, 
Pres. Utah Credit Union League, and 
treasurer Salt Lake R. R. Transporta- 
tion Employees FCU, Salt Lake City, 
Utah. 

Slogan Needed 


“It would seem to me we need a 
good slogan for this membership cam- 
paign,” writes A. C. Savage, Cuna di- 
rector and treasurer of the Ontario 
Credit Union League, “and I would 
suggest ‘Every member get a new 
member.’ 

“You may also quote me as saying: 
This membership drive must be put 
over the top. We in the credit union 


Surely there is no better form of 
forward action that that of bringing 
credit union services to the mil- 
lions who are still in the clutches of 
the profit-seeking credit institutions. 
What better action than to release 
these people from economic bondage? 
The campaign drive for membership is 
a timely means of generating just such 
action. 

You can count on Canada to back 
the drive. More than one league con- 
vention has endorsed the worthy pro- 
gram—Canadian credit unions are set 
to do their part. 


when people say, 


p? 


union way! 


movement have discovered something 
good for ourselves and if we are real 
credit unionists and true cooperators, 
we must share that discovery with 
others.” 


Competitive Contests 

“Credit union boards of directors 
should be encouraged to formulate 
competitive contests, offering prizes 
or rewards to the credit unionist pro- 
curing the greatest number of new 
members within a given period.”— 
Fabian C. Monroe, managing director 
Wisconsin Credit Union League. 


Five-Point Program 

From L. R. Nixon, Cuna director 
and managing director of Connecticut 
Credit Union, comes this five-point 
suggested program: 

1. Send pamphlets and printed fold- 
ers to each non-member. 

2. A contact person, especially in 
schools, in each school or department 
who should be given a list of non- 
members to contact personally. 

3. Distribute a snappy statement of 
financial condition of the credit union. 

4. A special membership drive com- 
mittee—outside official family—would 
seem to promise best results, and 
should provide potential board mate- 
rial. 

5. The drive should go further than 
just provide new members. It should 
lead to a continuing program of edu- 
cation, for new and old members, 
about the credit union and its uses.” 


Generous Service 
“We believe that the success of a 


THE BRIDGE—September, 1944 











ar ee 











“The” Word 


“100 Words About the Mem- 
bership Drive”! 

One message would be—“The 
Membership Drive is very im- 
portant!” and repeat the “very” 
95 times. Or possibly the mes- 
sage would have more emphasis 
if it reads “The Membership 
Drive can only be accomplished 
by Work” and repeat the “work” 
ninety two times! 

The war is about over. It’s 
time to get moving. Let’s get 
back on the job and work—work 
to make the Membership Drive 
a great success by bringing 
credit union service to a mini- 
mum of a hundred thousand 
new members! 

Work’s “the” word!—Roy F. 
Bergengren, Cuna Managing Di- 
rector. 











credit union depends on the conveni- 
ent service rendered its member,” 
says Harold A. Iverson, Cuna director 
and treasurer of East Hartford Air- 
craft FCU, East Hartford, Connecticut. 
“You cannot expect a member to go 
too far out of his way to avail himself 
of credit union facilities, especially if 
other facilities are readily available. 

“Another suggestion is to encourage 
credit unions to remove any restric- 
tions they might have covering normal 
deposits, or make the limitation on de- 
posits high enough so that it will not 
affect the majority of members. The 
purpose of the credit union is pri- 
marily to encourage thrift and by 
forcing the member to go elsewhere 
the credit union is, in effect, grad- 
ually strangling the growth of the 
credit union. To obtain more members 
is simple if the credit union makes 
itself worthwhile for those who are al- 
ready members.” 


More Personal Contact 

“We have found this plan effective 
in the past: Our educational commit- 
tee is made up of members represent- 
ing every section or department in the 
plant. These members volunteer as a 
committee to solicit new members 
(particularly among new employees) 
and to disseminate materials and in- 
formation of importance to the mem- 
bers. Then, too, the board of directors 
membership is scattered over the 
plant, and it shares the task when 
called upon to do so.”—Frank Tokay, 
Cuna director and treasurer Donora 
Steel and Wire Works FCU, Donora, 
Pennsylvania. 


Emphasize Thrift 
“It seems to me that generally 
throughout the credit union move- 
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Enlist Now 


ARE YOU PREPARED? We are 
on the verge of a new era. Dur- 
ing the coming months credit 
unions will find opportunity for 
an expanding service to the peo- 
ple of America. It will be neces- 
sary to adjust rapidly from a 
war economy to a peace econ- 
omy. Credit unions can help 
materially in this adjustment. 
When peace comes to Europe 
emphasis will partially shift to 
production of civilian goods. 
Men will be out of work. The 
need for credit will increase. 
These conditions will present a 
challenge and a responsibility to 
the credit union movement. 
Remember—We serve only 
our members. Enlist in the 
membership drive now that your 
credit union may render maxi- 
mum service to the largest pos- 
sible number of citizens during 
the emergency which will exist 
on termination of the European 
war.—Thomas W. Doig, Cuna 
Assistant Managing Director. 











ment we have neglected to place suf- 
ficient emphasis on thrift . .. if a 
credit union could encourage each of 
its members to save a few cents which 
they would otherwise spend each pay 
period, a very worthwhile job would 
be done. 

“It is my personal reaction that the 
membership drive can be beneficial 
both to the credit union movement 
and to the new members it brings into 
contact with credit unions for the first 
time—by helping them develop reg- 
ular thrift habits as well as providing 
them a source of economical credit.”— 
C. E. Murphy, executive secretary, 
California Credit Union League. 


Membership Up 40 Per Cent 

“Manitoba membership in 1943 in- 
creased 40 per cent; expect 1944 in- 
crease will be much greater . . . the 
credit union movement should expand 
as rapidly as possible to meet the post- 
war problems, which will be greater 
than most people think.”—W. C. 
Leitkie, managing director Credit 
Union Federation of Manitoba. 


All For It 
‘Tm all for the Second Annual 
Credit Union Membership Drive. I’m 
sure Florida will greatly improve its 
showing in last year’s drive.”—Eliza- 
beth K. Lynch, managing director 
Florida Credit Union League. 


Covering Field 


The basic importance of personal 
contact in membership drives appears 


Time Ripe 
THE TIME is certainly ripe for 
an expansion in credit union ac- 
tivities —C. R. Orchard, Federal 
Credit Union Section. 











to be generally recognized. Here are 
two statements to cinch the point, and 
with them we close this internation- 
ally written essay. 

Sidney Stahl, managing director 
New York Credit Union League: “I 
would suggest that each credit union 
appoint as many members as may be 
necessary so that each member would 
be responsible for contacting at least 
25 prospective members. For example 
if the credit union had 750 potential 
members, the committee should have 
30 members who would be willing to 
contact 25 potential members, so that 
the entire field would be covered. 

“IT would also suggest that the credit 
union furnish these volunteers with 
signature cards and deposit slips so 
that they can obtain the initial fee 
when signing up the new member.” 

Allan Wolfe, president Kansas- 
Nebraska Regional Credit Union As- 
sociation: “To increase membership, 
to increase loans, and to improve 
credit union knowledge within your 
credit union, make a personal face to 
face canvass to everyone in your field 
of membership, with every director 
and committee member taking an as- 
signed active part in the campaign 
Try it, and you will like the results.” 








of oe 
TTLE FIPS 


JOIN YOUR CREDIT UNION NOW!: 





and BORROW for that: 
home painting 
insulating 
fuel 
doctor bill 
dental work 
auto repair 


any provident or productive 


purpose 
BLACKHAWK MFG. CREDIT UNION 











Mimeographed on penny postcard by Black. 
hawk Mig. Credit Union, Milwaukee, Wis. 
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Our Membership Drive netted 
L172 NEW MEMBERS 


and an exceptionally large per cent of the new 
members became borrowers almost immediately 


by George W. Allen 


UR credit union was so torn by 
during the 
last year 
that we were not able to participate 
in that We 
to have a drive of our own and pro- 
ceeded to plan from the ground up, 
as we had never before taken any di- 
rect steps toward increasing our mem- 


personne! changes 


national memership drive 


drive decided, therefore, 


bership 

First we called in eight key men in 
our plant to serve as our Educational 
They 


tl roughout the whole 


Committee all served grandly 


campaign 
Steps Taken 


took the 
1. We held several formative meet- 


Then we following steps 


discussing 


Ings, membership drive 
ways These were held 
luring a period of several months 

2. We divided twelve directors and 
eight into two 
teams of called one 
Reds” and the other “Blues.” We set 
five weeks (from April 28 to June 2) 
as the time of the drive 


and means 


| 
committee members 


ten men each; 


» 


3. We ordered educational literature 
and advertising posters and complete- 
ly covered the plant with them. 

1. We contacted the general super- 
intendent of the plant and he agreed 
to go all out with us, and so informed 
his department heads in their regular 
weekly meetings. He also had speak- 
ers at the weekly safety meetings to 
point out the advantages of the credit 
union, and caused several large signs 
to be painted at advantageous loca- 
tions throughout the plant 

After the stage was all set, our teams 
took the field armed with membership 
cards and proceeded to reap¢he harv- 
est we had so carefully sown during 
our three or four months of prepara- 
tion. 

Mind you, this all is much easier told 
than There meeting after 
and conference after confer- 
ence, with everyone completely sold 
on the job he had to do by the time he 
started to work on it. 


done. was 


meeting, 





George W. Allen is secretary-treasurer of 
Iron & Steel Workers Credit Union. Ensley, Ala. 
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Every bit of the time spent in the 
planning, and in the drive itself, was 
drawn from the men’s spare moments, 
found here and there. 


Far Above Expectation 

The results of the drive were far 
above the expectation of any one of us. 
In fact, they were almost unbelievable. 

The final box score: 

Potential membership, 3,500. 

Members at beginning of drive, ap- 
proximately 1,800. 

Members at end of drive, approxi- 
mately 3,000. 

Gained during drive, 1,172. 

Per cent of potential members now 
members, 87.7. 

Share balance increase, January 1- 
June 30, 1944, $39,972.74. 

Loan balance 
period, $43,651.59. 

The largest part of these increases 
was reflected in the month of June 
business. An exceptionally large per 
cent of the new members became bor- 
rowers almost immediately. 


Book Matches Used Freely 

We are very proud of our record and 
are grateful to THe Brince for its part 
in the drive. We subscribed for addi- 
tional copies for our Educational Com- 
mittee immediately after it was 
formed. We are also grateful to Cuna 
Supply Cooperative for its very inter- 
esting and timely pamphlets and other 
educational literature which we used. 
Book matches were used very freely. 


increase during 


I, personally, cannot overstress the 
value of the time and effort given to 
the drive by officers, committee mem- 
bers, department superintendents, the 
general superintendent, and our office 
personnel. They did a tough job well. 

Thanks to them all our credit union 
is “sitting on top of the world,” and 
our members are “singing in the Rain” 
under the well known credit union 
“umbrella.” 


Thoroughly Demonstrated 
The drive thoroughly demonstrated 
to us what a moderate amount of 
planning and effort can do toward ex- 
tending credit union service to a large 
number of people for the first time. 


‘‘How we did it’’ 


What success credit unions obtained 
in the first membership drive would, 
we felt, be more helpful to credit 
unions planning this year’s drives, 
than a generalized article which might 
smack too much of theory. So we 
wrote to those credit unions which we 
were informed had participated ac- 
tively in the first drive, asking for ac- 
counts of the methods used, results 
obtained, and for advice based on the 
experience gained. 

Here are excerpts from the replies, 
to the extent of available space. 

To the writers and their credit 
unions who made these and other con- 
tributions we wish to express our most 
hearty thanks. By putting this prac- 
tical information to the service of the 
movement, they are making a dis- 
tinct and worthwhile contribution. 
We especially wish to thank Mr. 
George W. Allen for the complete de- 
scription of his credit out- 
standingly successful drive.—J. Orrin 
Suter, Cuna EpucatTionat Director. 


union's 


& 
Radio Interview, Plus 


T is a part of the induction process 
of each new employee to explain 
the credit union and the service 

that it offers to hirn at the time he 
is inducted, and to distribute the credit 
union booklet A Handful of Change 
This is done through a representative 
of the Personnel Department. Also. 
we have found that the financial state- 
ments of the credit union which are 
placed on seven bulletin boards 
throughout the shop and office promote 
considerable * interest in the 
union. 

“During our drive for membership, 
our treasurer, Mr. N. M. Hamilton. 
was interviewed in a 15-minute radio 
program over our local station regard- 
ing the organization and benefit of 
Credit Union Membership. At the 
close of this broadcast, we asked that 
all employees who were interested in 
the credit union services or who de- 
sired further information, to ‘contact 
Mr. Hamilton at his office where all 
types of service would be explained to 
them. Also during our drive, a full 
account of the growth of our credit 
union and the services that it offers 
were published in our House Organ 
which is circulated to all of our em- 
ployees and to approximately 200,000 
outside subscribers. We feel that by 
doing this, we not only made our em- 
ployees conscious of the services that 
the credit union offered, but that we 
aided the cause of credit union 
throughout the entire country as our 
House Organ is widely circulated 


credit 


throughout the entire world. I do not 
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have at this writing a copy of this 
publicity, the House Organ, but we 
feel that this perhaps was the most 
worthwhile publicity of the entire 
campaign. 

“Of course, we try to keep some 
types of posters on the bulletin boards 
at all times offering some particular 
service of the credit union to our em- 
ployees, giving the office hours and 
location of the credit union office. At 
this particular time, we are stressing 
the fact that it is possible to borrow 
money for vacation or to lay away 
money to be used for vacation some- 
time during the summer.”—Wayne 
Varner, Chairman Education Commit- 
tee, Georgia LeTourneau Federal 
Credit Union, Toccoa, Georgia. 


One Hundred Per Cent 


“Last year the membership drive 
began just at the appropriate time, be- 
cause each year in November a drive 
for new members is put on. At that 
time, the Christmas club is closing, 
and the next year’s club begins in De- 
cember. 

“Our board of nine directors, in- 
cluding the president, vice-president, 
and secretary-treasurer, are very ac- 
tive in promoting the work of the 
credit union because they are one 
hundred per cent in favor of it, and 
wish to prevent our employees from 
borrowing from the loan sharks. Ex- 
cluding the officers, the directors 
represent six departments in the com- 
pany. A list of non-members in these 
departments was given to the respec- 
tive directors, who contacted person- 
ally each one on his list. It was 
through the efforts and the time given 
by these that the campaign was suc- 
cessful. Personal contact in the credit 
union office had its part. 

“The ratio of membership has not 
varied much, because of the constant 
turnover in the employees during the 
year. 

“Letters concerning the credit union 
were mailed to the members, as wel] 
as non-members in the sales organ- 
ization. Cards pertaining to the sav- 
ings accounts were given to employees 
in the plant. 

“We have a newspaper for the em- 
ployees in which we publicize the 
work and services rendered by the 
credit union. This has proven to be 
valuable in promoting the credit union 
movement. Other means of adver- 
tisement are posters, pocketbook 
calendars and book matches. 

“Our annual meetings have not been 
successful until the last one which was 
held on December 30, 1943 in the nat- 
ure of a banquet. The various com- 
mittees appointed to plan the banquet 
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worked enthusiastically in the prepa- 
ration. The banquet was held in our 
cafeteria with about three hundred 
present. We feel that the money and 
time spent on this annual meeting has 
rendered much in promoting the idea 
that the credit union is for all em- 
ployees and not for those only who 
borrow. 


“We believe in the cause and serv- 
ices rendered by the credit union and 
feel that the second drive will go over 
the top. Our board has endorsed the 
next drive and is working on it now. 
—Lucille McWhirter, secretary-treas- 
urer Lance Employees Credit Union, 
Charlotte, North Carolina. 

(Continued on pige 214) 





Dear Friends: 

Of course, you don’t need money 
—you wouldn’t be interested in 
making a loan. But then again, 
one never knows when one might 
consider a little financial aid, does 
one? Right here is where we, the 
Credit Union, steps in. We have 
nifty new office next to the main 
offices in the Main Plant. 

The Lance Employees Credit 
Union is at your service and acts as 
a security for each member. We 
are operated by the employees for 
employees, one of the earliest ex- 
amples of MULTIPLE MANAGEMENT. 

SAVINGS can accumulate on two 
accounts, shares and _ deposits 
(Christmas Club). 

1. SHArEs—each five dollars ac- 
cumulated in this account is a share 
in the Credit Union. Payroll de- 
ductions can be a minimum of fifty 
cents weekly; the maximum a 
member can accumulate on shares 
is five hundred dollars. Dividends 
are declared yearly on this account 
on this account when possible. 

2. Deposirs—(Christmas Club) 
—Payroll deductions may be a 
minimum of fifty cents. No inter- 
est is paid on this. Checks will be 
mailed first week in December for 
the current fifty-week period unless 
you advise otherwise. 

How To Borrow FROM CREDIT 
Unton—Applicant must have been 
employed with Lance, one month 
before applying for a loan. He 
should have accumulated not less 
than one share (five dollars) in 
shares account. The government 
requires that applicant state pur- 
pose of loan on application. Pay- 
ments are deducted weekly. 

When a member has an outstand- 
ing loan, he may withdraw from his 
savings only the amount accumu- 
lated above the balance owed on 
loan at the time a withdrawal is 
desired. 





Dear Friends: 


One of several releases issued by Lance Employees Credit 


Union (see account of Membership Drive on this page). 


Do you need to make a loan for 
Coa? Taxes? VACATION? HOSPITAL 
AND Doctor Britis? House? etc. 
We shall be happy to aid you in any 
way possible. 

The Credit Committee meets each 
Tuesday and Friday to consider all 
applications for loans. Applications 
should be in the office before these 
meetings. 

The Supervisory Committee 
audits the books and supervises the 
operation of Credit Union when 
necessary. 

The Publicity Committee is to 
see that you don’t forget where you 
can save money or make the best 


loan at the lowest rate. 

The Educational Committee is to 
drum up business and show you the 
ropes. 

Last year eight hundred and 
seventy-one (871) loans amounting 
to $41,507.50 were made. The in- 
terest on these loans amounted to 
$1,400.19. Dividends are declared 
yearly on eligible shares when the 
net income for the current year is 
sufficient. 

The success of a Credit Union is 
not determined alone by _ the 
amount of money earned, but by 
the services rendered to the mem- 
bers. Let’s review some of these 
services: payroll deductions, low 
rate of interest, convenience to em- 
ployees because of the location of 
office and the hours open for busi- 
ness. ; 

Our Credit Union is a member of 
the North Carolina State League 
and the National Association of 
Credit Unions. The Credit Union 
is ready and anxious to serve you. 
It’s your Credit Union—please use 
it. 

Yours for better service, LANCE 
EmpLoyees Crepit Union, Lucille 
McWhirter, Secretary-Treasurer. 
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THAT professional TOUCH 


Are you one of those . 


credit union educational programs . 


. who realize the importance of aggressive, sustained 
.. but despair of putting out anything 


that will make a decent impression on your members and prospective mem- 


bers .. 


_in the face of the flood of slick advertisements constantly covering the 


country? Here are 19 observations to help you in planning your membership 


drive and other publicity 


APPILY enough, credit union 
leaders are not only becoming 
increasingly convinced that 


educational and advertising programs 
are essential to the full development 
of their organizations. They are also 
becoming more and more “sold” on the 
idea that the printed material they 
distribute must be able to hold its 
own in attractiveness and strength of 
their members. 

It is only common sense for credit 
unions to profit by the example of 
other advertisers, who have demon- 
strated the advantage of advertising, 
and of advertising well. A poor ad- 
vertisement—one that produces an 
effect opposite to the one desired, or 
a-mediocre advertisement—one that 
produces little or no positive reaction 

is worse than no advertisement at 
all. At best, in these cases, the cost 
and trouble of preparing the material 
have been lost. At worse, a positive 
prejudice against the credit union has 
been set up, which will make the task 
of future efforts more difficult. 

This does not mean, however, to say 
that high-salaried advertising experts 
or costly materials and labor must be 
obtained to produce credit union re- 
leases. Quite the contrary is true. But 
it does mean that considerable care 
must be taken to see that all credit 
union promotional programs observe 
certain basic principles of good pub- 
licity. 

As a matter of fact, the releases of 
many credit unions amply demonstrate 
that committees made up of volunteer 
amateurs can produce material which 
compares very favorably with profes- 
sional work in attractiveness and gen- 
eral effectiveness. The Idea Exchange 
pages of Tue Bripce each month show 
this. 

To help others who are laboring 
over the first plans of their promo- 
tional programs the following tips are 
offered: 

General Suggestions 

1. Constantly strive for material 
that “clicks,” that has that “expert” 
- touch, but do not be surprised nor dis- 
mayed if your first attempts do not 
realize your hopes. Practice makes 
perfect. You'll get much satisfaction 
out of seeing your skill develop. Like 
any hobby, this work will grow on 
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you—if you make it a hobby to be de- 
veloped, instead of a chore to be got 
out of the way. 

2. Study the work of other credit 
unions. Exchange bulletins, talk over 
your problems at chapter meetings, 
read the Idea Exchange of Tue Brince 
regularly. 

3. If you have not already done so, 
borrow the Educational Loan Packet 
from Cuna Educational Services, 
Madison 1, Wisconsin. 

4. Study the advertisements in pa- 
pers and magazines; the leaflets and 
other publicity material you come 
across. What makes them click, if they 
do click? What can you adapt to the 
credit union message? 

5S. Read the “Copy!” 
Tue Bripce each month. 

6. And by the way, are you well 
informed about the credit union your- 
self? In any event, a frequent review 
of credit union literature will prob- 
ably provide new slants to be devel- 
oped in your releases. 

7. Frequent short releases are 
much more effective than longer, but 
less frequent, ones. A regular bulletin 
is almost always helpful, but should 
be supplemented by a well rounded 
publicity program which may include 
posters, payroll inserts, leaflets, credit 
union bookmatches, credit union 
pocket calendars, introductory letters 
to new employees, classified and dis- 
play newspaper advertising, advertis- 
ing and publicity in available house 
organs and associational publications, 
talks at local meetings, other ideas 
your group might develop, and a max- 
imum amount of personal contact— 
everything else is preliminary to the 
personal invitation; the personal wel- 
come. 


section of 


Preparing Copy 

8. Boil it down. Eliminate all un- 
necessary words and do not try to get 
over too many ideas at one time. It is 
usually a good idea to limit a poster or 
leaflet to one idea (which should be 
put over as simply and as graphically 
as possible). It is well too to feature 
one or two ideas in each issue of a 
bulletin. 

9. It is well to have a committee of 
several persons working on each piece 
of copy. If possible at least two ses- 
sions of the group should be held. The 


first to determine what the release is 
supposed to accomplish and to start 
the group thinking on the problem. 
The second meeting should bring to- 
gether the ideas developed by the 
members of the committee individ- 
ually. Each idea should be considered 
carefully in relation to the others, 
sympathetically but frankly, and 
every effort should be made to use 
the ideas or combination of ideas 
which will do the work required of the 
release best. Additional meetings may 
be necessary before the desired re- 
sults are obtained. It is often well, 
after a period of concentration on a 
problem which has failed to produce 
an idea that “clicks,” to “forget it” or 
“sleep on it” for a while. Often “the” 
idea will pop up, seemingly from no- 
where, all of a sudden. 

10. An effort should be made to 
maintain the light touch in all copy, in 
keeping with the subject, of course. 
Publications, like people, which seem 
to take themselves too seriously, 
which preach, seldom make friends or 
influence people. On the other hand 
“smart alecky” copy is hardly appro- 
priate to the sense of responsibility 
which credit unions should reflect. It 
is good to know that this type of copy 
is seldom, though sometimes, found in 
credit union publications. 

11. It is sound journalistic policy 
to mention in your bulletin the names 
of your members as often as you rea- 
sonably can. Some care should be 
taken to avoid the “gossip column” 
tone, and to avoid the show of favor- 
itism, but notable events in the lives 
of your members might well be men- 
tioned if you have space and the de- 
sire to do this as a matter of policy. 
Many credit unions list new members. 
Recognition can very beneficially be 
given to the work of officers and com- 
mittee members. The more you can do 
to get a large cross section of your 
members to feel that they are impor- 
tant parts of the organization, the more 
successful your credit union is likely 
to be. 

Laying Out Material 

12. In laying out your copy—in de- 
signing your piece of publicity re- 
member that your objective is to get 
it read, all the way through. It must 
look easy to read, and it must be easy 
to read. 

13. Plenty of white space is a great 
help. If you have boiled your copy 
down conscientiously you will have 
more white space to work with. Wide 
margins, short paragraphs, short sen- 
tences (but there should be a variety 
in the length of both paragraphs and 
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sentences), narrow columns, all help 
to attract and hold the reader. An 
ideal width for a column of reading is 
said to be about forty characters of 
type. 

14. Illustrations are almost always 
helpful, especially if they appeal to 
the personal interests of the reader, 
and if they are in a good humorous 
vein. 

15. In preparing mimeograph sten- 
cils be sure that the typewriter keys 
are perfectly clean and that the rib- 
bon has been properly released. (Your 
local mimeograph supplier will be 
glad to give you advice and help in 
getting best results.) 


Posting Posters 

16. If you are preparing your own 
posters, the same general rules as to 
appearance and readability as above 
mentioned apply. (Cuna Supply Co- 
operative offers a wide variety of col- 
orful posters—see page 212.) 

17. Posters should be changed fre- 
quently. They should never be al- 
lowed to become dirty and torn, and 
if possible should be placed only on 
bulletin boards that are in themselves 
well kept and neat looking. 

18. If the bulletin board is clut- 
tered up, try to place a margin of 
space around your poster (you might 
paste the poster on a larger mat). 

19. Make a careful study to deter- 
mine the places where members and 
prospective members are most likely 
to notice your posted message, and try 
to have a poster at each of these 
places. 


Planning Your Drive 
(Some general tips) 


> If your participation in the member- 
ship drive is to be successful to a max- 
imum degree, you must take care to 
develop a program which fits your 
particular credit union, and which 
takes full advantage of the brains and 
talent possessed by the members of 
your own group. 


> The suggestions contained in this 
issue of THE Brince should be treated 
as such and freely adapted to fit your 
particular circumstances. (You should 
not fail, however, to encourage all the 
members of your membership drive 
committee to read this issue carefully. 
The Idea Exchange and “Copy!” pages 
of previous issues might also well be 
reviewed. ) 


> If possible you will probably find it 
helpful to have several meetings of 
your drive committee before you de- 
cide upon final plans. In this way you 
will be more sure to develop the best 
program for your group. 
(Advertising experts say that the 
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following steps are usually found in 
the development of winning ideas: 
(1) Wide and enthusiastic reading 
and study on the problem, (2) a care- 
ful review of the material gathered 
from this study, in an effort to adapt 
the material to the problem—this 
phase is something like working a jig- 
saw puzzle; it may produce “the” 
idea, but often doesn’t, (3) a period 
of “gestation,” in which the problem 
is thrust into the background—the 
“sleeping on it” period, (4) the idea 
pops up much to the surprise of every- 
body, and, (5) the idea is tried out on 
others and polished up.) 


Check List 


The following check list is designed 
to help your Credit Union leaders 
plan and develop your participation in 
the Second Annual International 
Credit Union Membership Drive. You 
will no doubt have additions, and per- 
haps deletions, to make if this list is 
to serve your particular circum- 
stances. Don’t hesitate to make them, 
but we do urge you to have such a 
check list, and to refer to it frequently. 


[-] 1. Motion by board of directors, 
authorizing your credit union’s par- 
ticipation in the Drive, and appropri- 
ating funds for use in the drive. 


[-] 2. Appointment of Membership 
Drive Committee. 


[] 3. Setting of regular meeting date 
of this committee. 


[_] 4. Joint meeting of committee 
and directors, after first or second 
meeting of committee, to go over pre- 
liminary plans. If possible employer 
or responsible official credit union’s 
sponsoring organization should par- 
ticipate in this meeting. This person 
should be consulted frequently; his 
full ‘support should be sought dili- 
gently. Probably this meeting is the 
time to set the goal of the drive: set 
the number of new members to be 
worked for; make it as high as you 
feel is not unreasonable. 

(_] 5. Letter of invitation to mem- 
bership issued to all potential mem- 
bers. 

|_] 6. Attractive leaflet (perhaps in 
question and answer form) giving the 
pertinent facts about your credit 
union, to be enclosed in letter referred 
to under 5 above, to be used by mem- 
bership drive committee, and to be 
handed out at appropriate occasions 
throughout the year. 


[_] 7. Regular announcements _ in 
credit union bulletin, including names 
of new members. 

(_] 8. Posters posted on all bulletin 
boards. These may be made by your 
committee or purchased from Cuna 
Supply Cooperative (poster number 





623—see page 213——is particularly rec- 
ommended). 

[_] 9. Personal contact (this is most 
important). Every potential member 
should be personally invited to join by 
a member of the membership drive 
committee. This invitation should be 
extended shortly after the letters, an- 
nouncements, and posters have had a 
chance to make their impression. 


[-] 10. Payroll inserts. 


[_] 11. Distribution of credit union 
book matches. 


[|] 12. Party at end of drive, with 
new members given special recogni- 
tion. 

[] 13. Reports of drive for company 
house organ and local newspapers. 
Mention names of committee members 
and of new credit union members. 


[|] 14. Report to credit union pro- 
vincial or state league office and to 
the Credit Union National Associa- 
tion, Madison 1, Wisconsin, the follow- 
ing information: (1) number in field 
of membership, (2) number of mem- 
bers at September 15, and (3) num- 
ber of members on December 15; an 
account of the methods you used to 
get your results would also be helpful 
in planning future drives and would 
be much appreciated. 


[_] 15. A folder containing examples 
of all material prepared for the drive, 
with the names of committees and 
committee members, and comments 
about the value of the various items 
used should be prepared and filed for 
future reference. 


Connecticut License 


The Cuna Mutual Insurance Society 
has now received a license to operate 
in the state of Connecticut, which has 
approved all forms of contracts issued 
by the Society. This brings to 12 the 
number of states in which the Society 
is licensed to operate, in addition to 
five Canadian provinces and the Ter- 
ritory of Hawaii. 





Coming Events 


September 15-December 15—Sec- 
ond Annual International Credit 
Union Membership Drive. 


September 16-17—Fifth Annual 
Camp Meeting and Postwar Confer- 
ence for Central Ohio Credit Unions, 
Camp Wildwood. 


September 23-24—Cuna Executive 
Committee Meeting, Hotel Continent- 
al, Kansas City, Missouri. 


September 30—Maine Credit Union 
League Meeting, Portland. 
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“Copy!” 


for your educational and 
publicity program 
(A REGULAR BRIDGE FEATURE) 


Credit union officials may find the 
brief promotional and informational 
articles and illustrations on this and 
other pages of THe Bripce helpful in 
preparing informational material 
about the services their credit union 
offers their members. These may be 
used—either without change or adapt- 
ed to special uses—in payroll inserts, 
circulars, blotters, posters, bulletins, 
advertisements, company house or- 
gans, or other appropriate mediums 

The illustrations may be traced on 
mimeograph stencils, reproduced di- 
rectly by a photo-offset process or 
made into line-cuts for the standard 
letterpress printing 

Each release should, of course, also 
contain full directions as to when and 
where credit union service may be ov- 
tained. The name of the credit union, 
its location, its business hours, and 
any other helpful information should 
be given 

It may also be noted that credit 
unions and credit union organizations 
affiliated with CUNA may lift any 
Bripce items freely for their publica- 
tions and releases. All others should 
observe the copyright and obtain 
written permission from THE BrIpGE 

Suitable credit should, of course, be 
given in the case of signed articles and 
illustrations. THe Bripce need not be 
mentioned as the source of the ma- 
terial, although where it seems suit- 
able to do so, this will be appreciated 

Tue Brivce would greatly appreci- 
ate receiving copies of any and all 
publications credit unions issue, so 
that it may know what credit union 
people are finding most effective, and 
so that it may pass on to others good 


new ideas 


Save regularly 
Borrow wisely 
from 


Your Credit Union 


See Ned Parker at Gate B 


during lunch hour 





Have you tried ads like this in your 
Company's house organ? 
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In fact, my whole family belong to the 
credit union. It got us out of a tough 
financial jam, and its convenient, econom. 
ical thrift and loan service is keeping us 
in the clear. If you are not a member of 
our credit union, why don’t you join us 
now? 








Reprinted from November 1943 BRIDGE. Mats for cuts to use in printed publications may 
be obtained from Cuna Supply Cooperative at 18 cents each. less 20 Per cent to league 
members. Blotters with space for name of credit union are 92 cents a hundred net. 


Wise Men Say— 


>» Those who expect to reap the bless- 
ings of freedom must, like men, un- 
dergo the fatigue of supporting it. 
Thomas Paine in 1777. 


> If you know how to spend less than 
you get, you have the philosopher's 
stone.—Benjamin Franklin. 


> He has the right to criticise who has 
the heart to help. 


> Credit unions thrive only in the soil 
of democracy, and they nourish the 
soil they grow in.—Cooperative Sav- 
ing 

> Any cooperative enterprise to suc- 
seed needs two things: One is honest 
and efficient management. The other 
is the constant, active participation of 
a well-informed and loyal member- 
ship. To make sure of the first you 
must also have the second. The two 
together make an unbeatable com- 
bination.—-Henry A. Wallace. 


Treasurer Bill Medley Says— 


>» When I think what the credit union 
has meant to so many of our members, 
I wonder how many with similar 
problems have not yet joined up. I’m 
sure there are many. That is one rea- 
son why I am so strong for the mem- 
bership drive we are putting on. 


Do You Wonder? 


Do you often wonder what you can 
do to help remove the conditions 
which lead to war? What can any of 
us do to prevent another Armageddon 
like this one? 


One thing we can do is to take an 


active part in operating and promoting 
our credit union. It is a recognized 
means by which its members may ob- 
tain greater economic security. Eco- 
nomic insecurity, you know, is the 
great breeder of wars. 

If, by chance, you are not already a 
member yourself, let us welcome you 
at once. The answers to any questions 
you may have, and membership appli- 
cations, may be obtained from 


She’s a Member, Too 





Her father joined her up as soon as 
she was born. Those pennies and nick- 
els and dimes and dollars she is re- 
ceiving from friends and relations are 
being entered in her credit union ac- 
count regularly. They'll help give her 
the best of a start in life. 


It’s a Fact That— 


> As a result of a 37-day membership 
drive the Iron and Steel Workers 
Credit Union, Ensley, Alabama, in- 
creased its membership from 1,800 to 
3,000 (potential membership 3.599): 
and found that “an exceptionally large 
per cent of the new members became 
borrowers almost immediately.” 

> Two young scientists in India are 
reported to have achieved maximum 
growth of the miraculously healing 
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penicillin in three days. The process 


now used in England and America re- +: wa WIS 4 = | ” HAD a 
quires 12 days. YE you a 


>In less than two years 1,287,500 = - 
credit union match books were sold a= O1 a GLAD- |- DI D ? 
by Cuna Supply Cooperative. With 2) - 


matches to the book, the credit union 
message has been flashed by this 
method alone 25,750,000 times. 

> The first 100 octane gasoline was a 
laboratory curiosity costing $30 a gal- 
lon not so many years ago. Today the 
cost to the Army and Navy is 16 cents 
a gallon. 

> In April, 1944, there were 2,300 ten- 
thousand-dollar United States bills in 
circulation. 





John Wish-l-Had didn’t join his credit union. 
He never saved a cent. 
John Glad-I-Did joined his. 


> For every two tons of bombs car- 
’ He soon became, well, almost opulent. 


ried over Germany some heavy bomb- 
ers have to carry a ton of aviation fuel. 
> The First Annual International 
Credit Union Membership Drive offi- 
cially netted 51,166 new credit union 
members. 





> Federal credit union in the Dallas 
Federal Reserve Bank district sold 
$3,633,412.50, issue price, Series E war 
bonds during July. 

> The goal for the Second Annual 
Drive is at least 100,000 new members. 9 








“Did You Realize?” 


fn 
(/) 


John Wish-Il-Had doesn’t borrow 
from his credit union. 

f 

WV He pays a much higher rate. 

SZ John Glad-I-Did borrows from his. 

( His financial worries evaporate. 






“Did you realize that if you put 50 
cents in your credit account each 
month, you will have gained as much 
at the end of the year as if you had 
been able to invest $100 for a year at 
six per cent interest; and that if you 4 
stretched yourself a bit and put a 
couple of dollars in the old credit 
union account each week, you would 
be more than a hundred dollars ahead 
by the end of the year; and that if you 
kept that up, in a few years you would 
have enough cash to see you ove! 
any emergency? (In the meanwhile, o 
course, a convenient, credit union loan 
will be on hand to see you throuzh.) 

“You don’t know much about the 
credit union? You don’t belong? Well 
I'll be swallowed whole. Let me tell 
you something then, the first thing you 
should do before you do another thing, 
is to find out all about the credit union 
and fill out a membership application 
blank. I’m telling you, you had better 
go see Tom Meyers, our credit union 
treasurer, at once. He’s at the office. 
And I'll bet you engrave me in your 
Hall of Fame for giving you this tip.” The above three items may be used separately, repeating head, or together as shown. 
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John Wish-I-Had doesn’t serve on 
committees and boards. 
He sticks to himself in a rut. 
John Glad-I-Did is an active credit 
union worker. 
He’s popular and could, but he 
doesn't strut, 























ient rate of interest. 


bers. 


WHAT IS (4 CREDIT UNION? 


want to help each other out. 


COST OF JOINING! 
75.00 each. 


If you 


problems. 


the same time the loan is granted. 


secured loan is ¥300.00. 


by his need and his credit record, 


The interest rate on all loans is 1 


month. 


oftice in the Seampini Building, Barre. 


Niel Nielsen 

John Lawson 

Ina Osterberg 
Constance Sinelair 
Andrew Moore 





Join Your Credit Union ! 


In May, 1943, Barre and Graniteville Branches, C10, established a United Stone Workers 


(. L. 0. Credit Union for the purpose of making available to members small loans at a conven- 


Membership in the Credit Union is limited to those who are members of Barre or Granite- 


ville Branch of the U.S. A. PB. W. A. and members of their families, and associations of mem- 


It is primarily a cooperative association of people who 
It is organized under a state or federal law for the two-fold pur- 
pose of supplying the members of the group with a plan of systematic saving and of making it 


possible thereby for them to take care of their owu loan problems at a legitimate rate. 


Entrance fee to the Credit Union is De. per member. 


NEED MONEY), your Credit Union offers a simple solution for pressing money 
One of the principle reasons for its existence is to make loans to its members. 


Any member of the Credit Union “in good standing” and who owns a minimum of one 


iully paid share (55.00) or more is qualitied to apply for a loan. 


HOW MUCH MONEY MAY A MEMBER APPLY FOR? 


The actual amount of a loan that a member may receive is determined 
per monthon the unpaid balance as of the first of the 
HOW TO MAKE APPLICATION FOR A LOAN: 


For your information, Credit Union Representatives are listed below. They will be g'-' to 
give you further information on membership and loans. 
Arthur Rousse 
Alphie Rouleau 
William Imlach 


John Mitchell 
John Meldrum 


EVERYBODY KNOWS-IT IS BETTER TO BORROW 
FROM YOUR CREDIT UNION 


FOR FULL INFORMATION, see a representative of the Credit Union, come to the Union 
Oftice in the SCAMPINI BUILDING, or call BARRE 156. 


Shares are 


\ share may be purchased at 


The maximum amount of an un- 


Obtain application from your Union 


Romeo Morin 
Mary Halsall 
Alice Palmer 
Edith Geake 
James McHugh 
Hginio Aja 








Idea Exchange 


(A regular Brince feature) 


21 New Members 

“We got 21 new members within 
two weeks after this was sent out,” 
writes Ina Osterberg, secretary of the 
United Stone Workers C. I. O. Credit 
Union, Barre, Vermont, about the cir- 
cular “Join Your Credit Union” (see 
cut above) 

“We had fifteen hundred of these 
printed at a cost of $9. They were dis- 
tributed by stewards at the different 
granite quarries, as well as by the 
business agent of the United Stone 
Workers at the various granite plants. 

“You will note that this is printed 
on union paper and it carries the 
union label 
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579 New Members 

“In response to your letter, 1 would 
like to tell you about our recent ex- 
perience of the Municipal Credit 
Union,” writes William Reid, president 
of the Municipal Credit Union. Mr. 
Reid is a director of the Credit 
Union National Association; was for- 
merly president of the association. 

“There has been a tremendous em- 
ployee turnover in the government of 
the City of New York because of the 
war, which took many of the em- 
ployees into the armed forces and 
others into war work. We found there 
were a great many of the new em- 
ployees who knew nothing about the 
Municipal Credit Union 


“We therefore prepared a little 
pamphlet setting forth the aims and 
purposes of the credit union, the num- 
ber of members, illustrations of what 
the loans cost, and so forth. There was 
included with this circular a small 
form to be filled in in case the re- 
cipient was interested in a loan. 

“This material was sent out with 
the city paychecks on June 15 to those 
employees who are paid semi-month- 
ly, and on June 30 to the school teach- 
ers who are paid.monthly. Since June 
15 and up to and including July 24, we 
have added 579 new members to our 
roster of membership, and we expect 
to add a great many more in the next 
several weeks. 

“Any large organization is bound to 
have a large employee turnover these 
days, and many of those added to the 
staff know nothing whatsoever about 
the credit union movement. Any liter- 
ature setting forth the aims and pur- 
poses of the movement is bound to in- 
terest a substantial portion of these 
people and result in new credit union 
members.” 


Borax Houses 

(This item and the one following ap- 
peared in the June, 1944, issue of 
Crepit Union Tips, published by The 
Educational Committee of Pegasus 
Federal Credit Union, East Boston, 
Massachusetts. Together, they make 
a notable membership drive release.) 

There are many reliable companies 
which sell their merchandise on in- 
stallments. These reliable ones have a 
name for those which do not conduct 
their installment business so much on 
the up and up. They call them “Borax 
Houses.” 

The name is significant. Borax is a 
great cleaner and so is every “Borax 
House.” 

Do not go to the cleaners! Be sure 
you understand what you are signing 
if you buy anything on installments. 
Better still, pay the cash price by ber- 
rowing what you need from your 
credit union. 

Get Yours Today 

Each Socono-Vacuum employee 
falls into one of two classes—those 
who are credit union members and 
those who should be. 

There are also two classes of those 
who should be members—persons who 
can always raise sufficient funds to 
carry them through any emergency, 
and persons who cannot. The first class 
need the credit union as a safe, con- 
venient depository for funds. The sec- 
ond class needs the credit union be- 
cause it is a convenient medium for 
obtaining needed loans at a reasonable 
rate. 

If you are a “should be,” get a mem- 
bership application today! 
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Lest We Forget 

“The credit union has four basic 
principles. These are: 

“1. To increase thrift among mem- 
bers. 

“2. To give its members sound, eco- 
nomical credit and to increase the 
credit of its members. 

“3. To educate its members in finan- 
cial matters. 

“4. To build an excellent financial 
system, with control in the hands of 
members. 

“If you are not a member, how about 
being one?”—Creditorial, published 
by Oil-O-Matic Federal Credit Union, 
Bloomington, Illinois. 


News Item Pays 


Twenty-seven new members was 
the immediate result of a news item 
about the union’s credit union in THE 
Pitot, newspaper of the National 
Maritime Union, CIO, New York City. 

The article called the credit union 
“one of the greatest things that has 
happened to the union;” described the 
operations and excellent condition of 
the credit union, which it noted was 
located conveniently in the union hall 
and open full time, and that arrange- 
ments could be made to allot regular 
payments to dependents of seaman 
members. 


W PB census gives credit unions lowdown on 


postwar consumer buying 


REDIT UNIONS which are build- 

ing up generous backlogs of 
funds by encouraging new and old 
members to make regular share de- 
posits will be in a particularly for- 
tunate postwar position, judging from 
a census taken by the WPB, as re- 
ported by the August 4 issue UNITED 
States News. A majority of the 
families questioned indicated that they 
plan to buy what they do buy when 
consumer goods are again freely 
available out of their then current in- 
come, or by installment payments, 
rather than by drawing upon their 
war savings. Only about 8 per cent 
of the families expect to spend their 
savings on household appliances, al- 
though 44 per cent expect to buy one 
or more of such items. 

It is particularly interesting to note, 
however, that 56 per cent of these 
families expect to get along with what 
they have. Apparently, contrary to 
what has been generally predicted, 
there will be no sudden rush to spend 
the $75,000,000,000 of war dictated 
savings. The News concludes that 
“consumers have learned that most 
household items are technically sound 
enough to remain in operation for sev- 
eral years. And the market for many 
items was almost saturated during the 
buying spree of 1941.” 

It might also be concluded that peo- 
ple generally will be more determined 
than ever to get the most for their 
money and that the credit union thrift 
and loan service will catch the inter- 
est and support of a rapidly increasing 
number of persons after the war, if 
credit unions are prepared and con- 
stantly on the alert with aggressive 
operating and promotional programs. 

The following table shows the prob- 
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able postwar demand for various 
household appliances as indicated by 
the census, compared with 1941 sales: 


1941 Present 
Radio 13,700,000 2,682,276 
Electric irons 5,585,000 4,019,236* 
Electric ranges 728,000 493,004 
Vacuum cleaners 2,100,000 2,389,816 
Electric 
refrigerators 3,500,000 3,827,048 
Washing machines 1,892,435 4,261,550 
Alarm clocks ? 12,500,000 


*WPB has authorized manufacture 
of 2,000,000 irons during 1944. 


Houses Wanted 

There may very well be a major 
boom in house building. This census 
shows that 819,000 families are ready 
to buy new homes as soon as materials 
are available (at least 3,690,000 within 
three or four years); 715,000 were 
constructed in 1941; 935,000 in the 
record-breaking year 1925. A major 
question is: how soon can the lumber 
supply catch up with the demand? It 
may be several years. 

Only 4 per cent of the demand will 
be for houses costing $9,000 or more; 
one-third is for those costing from 
$3,000 to $6,000; the average is $4,500. 


Automobiles Popular 

The demand for automobiles will 
probably outstrip supply for several 
years. It would seem to require 
6,000,000 new automobiles and trucks 
to restore the prewar level of owner- 
ship; the prewar production average 
was little more than half this number; 
about 3,500,000. No doubt automobile 
purchase financing offers credit unions 
one of their most promising sources 
of service to their members. (But note 
also demand for washing machines 
shown in above table.) 


I Belong ...I Don't 


Francis Asp, treasurer of the Kable 
Credit Union, Mount Morris, Illinois, 
prepares the copy for the small (about 
5 by 7 inches) bulletin board posters 
displayed by his credit union (see 
cuts). 

Since the credit union is operated 
by employees of the huge Kable 
Brothers Company printing plant (it 
prints THe Bripce), he has little trou- 
ble getting the printing done. He 
changes his posters frequently 








I Belong 


Kable Credit Union 











The Kable Credit Union 
wil buy 1 4 U 








The Kable Credit Union Will 


Fill Your Coal Bin 


See Francis Asp 
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LONE WOLF MARVE JOINS 


Here's how Curt, a leading light of Marge’s Credit Union Membership Drive 
team, signs up a hard-to-get potential member. Your membership drive 
committee will very likely find his “lingo.” as Marve calls it, helpful. 


I, Joe; hi, Marvin. Say, Marvin, 
you're just the man I want to 


see 
“Sorry, Curt, I'm broke myself to- 
day. You've got to catch me pretty 


darn quick after pay day if you want 
to get money out of me.” 

“Now look here, Marve; don’t you 
know I never have to touch my friends 
for a loan? Not since I joined the 
union. And furthermore, old 
Empty Pockets, if you belonged to the 
credit union, you wouldn't be so hard 
up three days after payday. As a mat- 
ter of fact, that is just what I wanted 
to see you about. I wanted to ask you 
why you didn’t join the credit union? 
So now, Marve old boy, you may con- 
sider yourself thoroughly and officially 
asked. Why don’t you follow the ex- 
cellent example set by Joe here and 
me and join the credit union?” 


credit 


“Why all this sudden interest in my 
joining your old ‘not-for-profit-not- 
for-charity—but-for-service’ move- 
ment, Curt? Sounds like a racket to 
me.” 

“The only rackets I have anything 
to do with, Marve, have to do with 
tennis. But all kidding to one side, I'll 
bet there is hardly an employee in this 
plant who wouldn’t profit by joining 
the credit union, if he doesn’t already 
belong. Wouldn’t you say so, Joe?” 


A Lone Wolf 
“That's right, Curt. I have told 
Marve something like that myself 


several times, but I warn you he re- 
fuses to be sold on our cooperative 
thrift and loan service. He’s a lone 
wolf and just won’t join up with his 
fellow workers on any such high- 
sounding, public spirited, common- 
good venture as a credit union.” 

“You forget that I'm a member in 
perfectly good standing of the Em- 
ployees Welfare Association and that 
I've been an Odd Fellow for years, 
Joe.” 

“Without in any way intending to 
belittle the Independent Order of Odd 
Fellows, Marve, I might say that you 
have been an odd fellow for a good 
many years.” 

“And I might knock your block off, 
too, but I'm natured for 
that.” 


too good 
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by Clifton Graham 


“Look here, fellows, this isn’t get- 
ting us anywhere, and I still think I 
can persuade Marve he should join the 


credit union before we have to go 
back to our desks.” 
“You haven’t answered my ques- 


tion yet, and I’m more curious than 
ever. Why this sudden interest in my 
welfare?” 

“Surely you've read the notices on 
the bulletin board about the member- 
ship drive. We’re participating in the 
Second Annual International Credit 
Union Drive being sponsored by the 
credit union movement. As a part of 
our drive, we have chosen several 
teams which are racing each other to 
see which can sign up the greatest 
number of new members during the 
drive.” 

“Oh, yes, I’ve read 
Which team are you on?” 

“Marge Becker’s!” 

“Oh, now I’m beginning to see. You 
hope I'll help you help Marge have 
the winning team.” 

“But that’s only a very small part of 
it, Marve. I really think I will be do- 
ing you a real service if I get you to 
join and make use of the credit 
union.” 


about that 


And Furthermore 

“Well, as Joe says, it’s going to be 
hard to convince me. I’m already sav- 
ing more than most in war bonds, and 
I haven’t needed a loan in a long time. 
And furthermore, I’m not so sure I'd 
want to trust my savings in the credit 
union. What does a bunch of factory 
workers know about running what 
amounts to a bank?” 

“In the first place, Marve, a credit 
union is quite different from a bank, 
although it is often called the people’s 
bank, or John Doe’s bank. But in any 
case, I can tell you that a lot of non- 
sense has been uttered about the mys- 
teries of high and low finance. If 
credit unions haven’t done anything 
else, they have shown that the average 
man is perfectly capable of running 
his own financial affairs. It’s a fact that 
the record of credit unions, in war and 
peace, depression and boomtime, com- 
pares favorably with those of all other 
financial organizations. Most credit 
unions which liquidate pay out better 


than one hundred cents on the dollar. 

“Our credit union is regularly ex- 
amined by the State Banking Depart- 
ment; and the treasurer, the assistant 
treasurer, and the collectors are all 
bonded.” 

“But even so, why do you really 
think I should join up, except for the 
fact that it would help Marge’s team 
win?” 

“Well, let’s recall what a credit 
union really is and what it is set up 
to do. 

Three Aims 

“A credit union is a group of people 
with some common bond of employ- 
ment or other association which have 
joined together in a cooperative, dem- 
ocratic manner to accomplish these 
three aims: 

“First to help each other establish 
and maintain regular thrift habits. 

“Second, to provide each other a 
convenient and economical source of 
loans for beneficial purposes. 

“Third, to insure democratic con- 
trol of the funds they save. 

“Now let’s see how this fits into your 
case. You seem to think that your war 
bond savings are taking care of the 
thrift part, but I wonder if they are. 
You are different than the average 
worker in a plant like ours if you are 
not spending a good deal for things 
you don’t really need and should not 
buy if you want to help keep inflation 
down to the minimum. Then, too, you 
should not depend upon your war 
bond savings to take care of emer- 
gencies. If possible, you should hold 
the bonds until their maturity date. 
You will get a better interest rate on 
them, and it will help the government 
if you do. Your credit union savings, 
and perhaps one or more credit union 
loans will help you do this. 

“And if you ever need, or find it 
wise, to borrow money, you'll find it 
almost always cheaper, sometimes 
very much cheaper, to borrow from 
the credit union.” 


What About Interest? 


“What about interest on savings? 
How do they compare with bank de- 
posits?” 


“Well, you must remember first that 
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actually you don’t make deposits in 
our credit union, though in some you 
do. You buy shares. Everytime your 
savings amount to another five dollars, 
you own another share in the organi- 
zation. Credit unions usually pay divi- 
dends on share holdings but dividends 
depend upon the amount of business 
done during the previous year. Be- 
fore the war when the relative de- 
mand for loans was greater, many 
credit unions paid the maximum div- 
idends allowed—six per cent. But now 
most are paying three per cent or less. 
We are getting away from stressing 
the dividends paid, because the real 
purpose of credit unions is not to pay 
dividends but to render thrift and 
loan service. 

“Perhaps for a person with huge 
sums of money to invest, the rate of 
dividend paid is of prime importance, 
but to the average man it is not so im- 
portant that he receive a dollar or two 
on the few dollars he saved last year. 
as it is that he be helped to save a few 
more dollars this year and that he be 
provided the low-rate loan service he 
needs. However, I can say that you 
will probably receive three per cent 
on any money you save in the credit 
union this year. That is what we were 
able to pay last year, and we seem to 
be doing better now than we did then.” 

“Would I have to save any particu- 
lar amount?” 

“No, except that you must agree to 
make regular deposits until you have 
at least one five-dollar share, if you 
don’t buy one when you join. Of 
course, we encourage every member 
to make regular share deposits. You 
are not getting the real benefit of be- 
ing a credit union member unless you 
do, although you have all the priv- 
ileges of membership whether you do 
or not.” 





A Little Honey Thrown In 

“Well to hear you tell it, it’s all 
peaches and cream, and perhaps a lit- 
tle honey thrown in. Aren’t there any 
flies in the concoction? What does it 
cost? Where are the strings that are 
sure to be attached?” 

“Your skepticism is refreshing, not 
to say challenging, Marve. I almost 
said that all it cost was the 25 cent 
membership fee you will be required 
to pay. And that is all it will cost in 
money. But I readily admit that mem- 
bership entails certain other obliga- 
tions, and that brings me to the third 
of the purposes of credit unions as 
they would affect you—to insure dem- 
ocratic control of the people’s money. 

“Credit unions are democratic or- 
ganizations. They are run not only 
for their members, but also by their 
members. In other words, a group of 
people decide that they will save what 
they would have to pay others for pro- 
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viding them loan service, by provid- 
ing their own. By accumulating their 
own funds, they are able to improve 
their economic condition. By han- 
dling their own funds, they are able to 
get more for their money. And by 
maintaining control of their own funds, 
they are able to say precisely how 
those funds are to be used. 


The Straight Stuff 

“Credit unions and other coopera- 
tives with their one-member-one- 
vote rule, are doing on the economic 
front what democratic governments 
have done on the political front—and 
the people of the world are coming 
more and more to realize that political 
democracy doesn’t mean much unless 
it is accompanied by economic de- 
mocracy.” 

“Hear, hear!! For a young man you 
certainly do sling the lingo. Where did 
you get all that line and enthusiasm?” 

“Oh, my father has been feeding me 
that stuff for years now. But it’s the 
straight stuff, you may be sure of that. 
I mean I really think it myself. I’ve 
done a good deal of reading and think- 
ing on problems like these, especially 
since the war started. But how about 
it? Can I have your name on the 
dotted line? It won’t hurt the least bit, 
and it'll do you a lot of good.” 

“Okay, okay. You and Joe have 
worn me down to my knees. Tell me in 
simple words just what it is you want 
me to do and I might do it.” 

“That’s fine. For now you just fill 
out this card and I'll turn it in. And 
you should leave your 25 cent mem- 
bership fee and your first deposit with 
Tom Martin in the office ‘at your 
earliest convenience.’ That red ‘three’ 
you see on the card means that 
Marge’s team will receive appropriate 
credit in the drive contest, for which 
the entire team hereby thanks you 
most warmly.” ; 


Jim Barry to Texas 





James M. Barry, managing director 
of the Kansas-Nebraska Regional 


Credit Union Association since 1939, 
will become managing director of the 
Texas Credit Union League on Sep- 
tember 15, the first day of the mem- 
bership drive. The Texas League ex- 
ecutive committee made the appoint- 
ment on July 16. 

The appointment to this larger field 
is in recognition of the work Mr. 
Barry did in the Kansas-Nebraska 
regional, and is an: outstanding ex- 
ample of promotion from within the 
credit union movement. 

The following statements of record 
and appreciation by Allan Wolfe, pres- 
ident of the Kansas-Nebraska Re- 
gional; John M. Michener, president 
of the Kansas Credit Union League: 
and Edgar P. Schowalter, president of 
the Kansas Credit Union League 
when Mr. Barry went to Kansas- 
Nebraska, will be of interest. 


Allan Wolfe: 

“May I say to Texas that it is a very 
large state and should have a large 
and powerful credit union league. | 
feel it is getting the man who can help 
it go places in this all-important 
movement. 

“To you, Jim, I would like to say 
that we in Kansas and Nebraska wish 
you every success in the field of en- 
deavor which you have chosen. The 
only satisfaction I have is that you can 
continue in a larger field to make your 
mark in the credit union movement.” 


John M. Michener: 

“Kansas is losing James M. Barry 
as its managing director. Since the 
beginning of the Kansas-Nebraska 
Regional Association in 1939 when he 
came to Kansas, Kansas credit unions 
have grown larger and stronger. The 
assets have doubled as well as the 
membership. 

“At the end of 1942, the latest year 
for which complete data are available, 
loans were 30 per cent above the 
United States average. Also in that 
year, Kansas credit unions gained 
more members than any other state. 

“So the loss to Kansas will be a gain 
for Texas. They are getting a man who 
is interested fundamentally in people 
and the principles of the credit union 
movement and who is willing to work 
long and hard at the job of promoting 
credit unions and who accomplishes 
much in that field. Texas is to be con- 
gratulated on choosing a man who has 
already proved his worth to the credit 
union movement.” 


Edgar P. Schowalter: 

“Jim is, without question, one of the 
most sincere, genuinely courageous 
workers in the credit union movement 
anywhere on the continent. His con- 
tributions to the work here in Kansas 
and Nebraska will continue long after 
he leaves.” 
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I'm glad I joined 


(A_ selection of typical statements.) 
NEVER saved a cent until I joined 
my credit union! Now I have al- 
most a thousand dollars salted away.” 


Three Hundred Per Cent 
“I had to pay over three hundred 
per cent on the loan my credit union 
helped me refinance at credit union 
rates.” 


Many New Friends 
“My experience as treasurer, and 
later president, of the credit union 
gave me many new friends, helped me 
develop my ability to serve people, 
and got me, quite literally, several 
promotions.” 


It Seems to Me 

“I like the idea of participating with 
my fellow members in a cooperative 
endeavor to better our economic 
status. It seems to me that the realiza- 
tion of economic democracy, to sup- 
plement political democracy, is the 
next great goal for mankind. I am 
sure that this goal must be realized 
if civilization is to survive and spread 
its benefits, and I am sure that credit 
unions, with all cooperative enter- 
prises, have an important part to play 
in reaching that goal.” 


A Broader Understanding 

“I enjoyed working on the educa- 
tional committee, and feel that I have 
a broader understanding of human 
problems and of the democratic way 
to solve them, as a result of my join- 
ing the credit union. Needless to say, 
I appreciate the financial help it has 
given me personally.” 


I'll Never Forget 

Tll never forget the night our 
treasurer got out of bed and promised 
the hospital the money for my son’s 
emergency appendicitis operation. . . 
[ had just been notified of a tempor- 
ary layoff at the job, and I doubt if I 
could have raised the money any- 
where else.” 


Fits My Needs 
“In my case I have belonged to sev- 
eral credit unions and I have found 
them very helpful in securing loans to 
meet financial obligations at various 
times; as a matter of fact, there has 
been hardly a time, except in a few 
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Our experience in the last drive 


proved conclust vely.... 


. that we were not only doing a 
great service by introducing the credit 
union to people who needed it but did 
not understand how to use it. It also 
proved that in the very act of doing 
this we were improving the financial 
status of our credit union, and making 
it much stronger in every way. 


by Louise McCarren 


T SEEMS to me that the big objec- 
tive of the credit union movement 
is to bring effective credit union serv- 
ice to the masses of working people all 
over the world. This objective can be 
reached by organizing sufficient num- 
bers of credit unions so that all work- 
ing people are eligible to credit union 
service, and by seeing to it that the 
masses of people really understand 
what the credit union is and how to 
use it. 

Of course our organization program 
is not nearly completed, but the job of 
informing now eligible members of 
the benefits of joining their credit 
unions is a continuous job. Because it 
is such an important job it is quite 
appropriate that each year we should 
dedicate some time to a special effort 
to educate the people now in the field 
of membership to the privileges of 
membership. 


Benefits of Drive 

Our experience in the last drive 
proved conclusively that we were not 
only doing a great service by intro- 
ducing the credit union to people who 
needed it but did not understand how 
to use it. It also proved that in the 
very act of doing this we were im- 
proving the financial status of our 
credit union, and making it much 
stronger in every way. 

It improved the financial standing 
because it brought in a great number 
of loans and thus enabled the credit 
unions to have a better relationship 





Louise McCarren is managing director of 
the Ohio Credit Union League. 


between their shares and loans and the 
necessary margin of income to meet 
expenses and set up the necessary re- 
serves. 


> In some of the credit unions, almost 
fifty per cent of the persons who 
joined needed loans immediately. 


Need Vast Sums 

Credit unions are anxious also to 
promote thrift. They need to accu- 
mulate vast sums of money in order 
that they not only make the loans 
needed by their members in the post- 
war world, but particularly to take 
care of the large loans that will be 
needed by returning service men and 
women. 

A former credit union member 
wrote me from Ireland a few weeks 
ago, “It is very evident that many of 
us will be needing credit unions as 
soon as we get back to the U. S.” I had 
still another letter from a soldier in 
England, asking me to advise him if he 
could save his money in a credit union 
now, as he was anxious to become a 
credit union member as soon as pos- 
sible. And he would organize one if 
there were none available to him as 
soon as the war was over. 


Successful Methods 

Last year we found that wherever 
a credit union enlisted the services of 
a large committee, recruited from 
members who had benefited from the 
credit union movement, and planned 
a campaign, the results were excellent. 

A credit union treasurer told me 
last night that she had made a reso- 
lution that no matter how busy she 
was, everytime she talked with any 
fellow employee, in person or on the 
phone, she was just going to take a 
minute to ask them if thev had made a 
recent deposit in the credit union. She 
said that many people were not mem- 
bers, and that almost everybody with 
whom she talked, either increased 
their savings if they were members. 
or joined if they had not been mem- 
bers before. In the first month, by this 
method, she brought in fifty-five new 
members. 





instances, when I wasn’t a borrower 
from one of these credit unions. Hav- 
ing had a few somewhat sad experi- 
ences in other financial instances, I 
have found that credit unions have 
come to my rescue with a program 
that fits my needs.” 


For Instance 
“I have learned the benefits of regu- 
lar savings, careful spending, and in- 
telligent borrowing. For instance, if 
it were not for the credit union I know 
my wife would still be pedalling her 
old, tiring sewing machine.” 
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Membership drive supplements varied pr ogram 


by C. J. Noddin 


T. PATRICK’S Parish Credit Union 
was organized in May 1938, after 
months of study group activity that 
gave the members the knowledge and 
confidence essential to the successful 
launching of a new venture. 
Celebration of the sixth birthday 
brings the realization that something 
worth while has been accomplished. 
Some 320 members and friends at- 
tended that celebration and enjoyed 
a varied program of business and en- 
tertainment. 


In the Beginning 

Starting with an educational effort 
to find out how and why a credit union 
would be useful in this parish, the offi- 
cers and committee members always 
insisted that applicants make some 
study of the movement before they 
were accepted into membership. To 
that plan we give credit for our suc- 
cess. Misunderstanding was cleared 
up before it started and we don’t have 
members coming in and saying, “we 
didn’t know that.” Pamphlets and 
circulars are always available to those 
inquiring about the credit union and 
the educational committee is ready to 
give time to the instruction of ap- 
plicants. 


Drive Nets 133 New Members 


The membership in January was 
just over 260 when a circular from the 





C. J. Noddin is president of St. Patrick's 
Parish Credit Union Ltd., Halifax, Nova Scotia. 








Nova Scotia Credit Union League 
urged all credit unions to put on a 
membership drive. St. Patrick’s de- 
cided to go into this campaign, and the 
first thought was to make the credit 
union better known. Group Hospital- 
ization being one of our newest 
studies, a health program was decided 
upon. A series of talking pictures on 
health was sponsored and the attend- 
ance was good. Then a special credit 
union number of our church Sunday 
bulletin was issued. 

Following that our Board of Direc- 
tors, Credit Committee, Supervisory 
Committee and Educational Commit- 
tee, a total of twenty-one people were 
formed into a campaign committee. 
They were divided into seven teams of 
three each, and prizes offered the two 
leading teams. The drive resulted in 
an increase of 133 members and an in- 
crease of over $3,000 in share savings. 
Share savings during 1943 averaged 
$520 monthly, this year so far the 
average is $1,230, much of which may 
be credited to the increased member- 
ship resulting from this drive. 


724 Loans 

Loans to the number of 724 totalling 
$53,185.78 have been made for many 
provident purposes and the amount 
written off as uncollectable is nil. 
Assets total $23,479.62 and $10,000 of 
this is invested in Canada’s Victory 
loans. 

Share and loan insurance are both 
carried and we have filed eleven 
claims totalling $1,041. They were all 
paid without question and with amaz- 
ing promptness, indicating to us the 


soundness and efficiency of CUNA. 


Eleven Still Serving 


Eleven members of the original 
board of directors and committees 
elected in May 1938 are still serving, 
of a total of nineteen. Not all are in 
the same office but their experience 
and ability is still available to further 
this unit of service to our people and 
their re-election year after year is a 
tribute to that service, which is not 
limited to our credit union. 

Treasurer J. M. O’Connor has 
served as a member of the board of 
directors of the Halifax Cooperative 
Society, Vice-President Gertrude M. 
Young is a member of the Ladies 
Guild of that society, and President C. 
J. Noddin is chairman of the Halifax 
and District Chapter organizing com- 
mittee. 

Varied Program 

Educational programs are carried 
on continuously. We have groups 
studying cooperative housing and ex- 
pect to start a housing project in the 
near future. Other groups study 
group hospitalization, first aid, Cuna 
insurance and Christian Doctrine. 

During the winter these groups are 
brought together in social gatherings 
at least once a month. A spirit of 
friendship and understanding is built 
up by this plan, and we train needed 
replacements for our board of direc- 
tors and committees through these 
activities. We are building for the 
future and these groups are our as- 
surance that we shall be ready and 
able to meet the expected severe de- 
mands of a changing world. 
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[Tools for the job 


(Continued from page 196) 


Loan Sharks and Their Victims, by 


W. T. Foster. Price .10 ea. net. A 
542x814, thirty-two-page pamphlet. 
Tells of the extensive operations of 


illegal money lenders or loan sharks 

Credit for Consumers by L. R. Fos- 
te) Price .10 A 5 lexB8he, 
thirty-two-page pamphlet briefly de- 
the 
credit 


each net 


scribes various sources of con- 


sume} 

Ten Close-ups of Consumer Credit 
An 8x104, 
pamphlet 
helpful 
that 
method and costs 


Price .15 each net forty - 
Contains 


about 


eight-page re- 
various 


credit 


vealing, facts 


agencies grant consumer 


and thei: 

One Hundred Problems in Consum- 
er Credit, by Mergendahl and Foster. 
Price .10 each net. A 542x734, fifty - 
sIx-page Shows by the 
method how to 
determine what it costs when you bor- 
row money or buy on the installment 


pamphlet 
problem and answe1 


plan 


For New Members (Special 
Groups) 
TEACHER CrepDIT UNIONS 

The, Teachers Credit Union by Roy 
F. Bergengren. Price .01 each net. A 
3x5, sixteen-page pamphlet. One of 
the Personal Growth series issued by 
the National Education Association. 
Gives all the facts about 
teacher credit unions in handy, read- 
able form 


essential 


MunIicipaAt Crepir UNIONS 


Municipal Credit Unions by William 
Reid. Price $1.55 per 100 net. A 4x9, 
double-fold leaflet. Tells how city em- 
ployee credit unions 
members in 


successfully 


serve large and small 


cities 


PROTESTANT CHURCH CREDIT UNIONS 

The Church and Credit Unions by 
Dr. Benson Y. Landis. An 81x11, 
eight-page pamphlet, it tells of the 
function and extent of the credit union 
movement de- 
scribe many successful church credit 
unions 


Case history stories 


CATHOLIC CHURCH CREDIT 

Leo XIII and .Credit Unions by 
Bishop Muench. Ed. 22. Price .01 each 
net 
from 


UNIONS 


An 8texl1l, single-page reprint 
THe COMMONWEAL. Tells how 
credit unions afford special opportuni- 
ties to all members for the exercise 
of the two virtues, social justice and 
social charity. 


Store Crepit UNIONS 
Keep Your Employees Happy 
Start a Store Credit Union—Ed. 14. 


Price .01 each net. An 81x11, single- 
page reprint from “The Retail Execu- 
tive” tells of the successful operation 
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ol store credit unions; Case histories 


are cited 


Necro Crepit UNIONS 

Credit Unions Among Negroes by 
S. A. Rosenberg. Ed. 25, price $1.50 
per 100 net. An 812x11, single-fold re- 
print from Tue Bripcer, tells of the 
need and extent of Negro credit un- 
ions in the United States. 


Rurat Crepit UNIONS 
Why a Rural Credit Union by An- 
thony Lehner. Ed. 24, price 75c per 100 
net. A 34x64, single-fold reprint 
from the PENNSYLVANIA Co-op RE- 
vIEW, tells of the need for rural credit 
unions. 


Lasor UNIon Crepit UNIONS 


Trade Union Plus Credit Union. Ed. 
13, price $2.66 net per 100. A 7x10, 
double-fold reprint from THe AmerI- 
CAN FEDERATIONIST. Tells of the work- 
ers’ need for credit union service; the 
success of labor union credit unions 
and the benefits to the union. 


Hosp1taL Crepit UNIONS 


The Hospital Credit Union, by E. C. 
Watts. Ed. 8, price 542c each. An 
81x11, single-fold reprint from Hos- 
PITALS. Describes benefits to hospital 
employees from credit unions and 
tells how hospital credit unions oper- 
ate 

BaNK EMPLOYEES 

Credit Union Serves Bank Employ- 
Ed. 10, price $1.55 per 100 net. 
An 8!2xl1l1, single-page reprint from 
THe Bripce. Describes the need of 
bank employees for credit union serv- 
ice and how a bank employee credit 
union serves this need. 


ees. 


Co-op Crepir UNIONS 
Credit Unions Co-ops—Their Pur- 
pose and Use, by Anthony Lehner. 
A 5x84, 20- 
page pamphlet written for study and 
action groups. 


Price 10c each, net. 


Of Interest to Management 

Management Appraises the Credit 
Union. Price 10c each net. A 534x9 
32-page pamphlet published by the U. 
S. Government—contains statements 
from executives of leading firms stat- 
ing their opinion of their employees’ 
credit union. Also a statistical anal- 
ysis of these statements and informa- 
tion regarding improved employer- 
employee relations resulting from the 
credit union operation. 








Publicity Materials 


BLOTTERS 

Number 5—“I’m a Member” 

Number 6—‘“Ouch” 

Number 7—‘Paid in Full” 

The above blotters each 3%4x6, il- 
lustrated, on white enamel stock. 
Price 92c per 100, net. 

Number 2—‘“Loans.” 4x8%4—blue 
type on white blotter stock. Copy em- 
phasizes loan purposes. Price 65¢ per 
100 net. 

Mats 

Number 5—‘I’m a Member” 

Number 6—“Ouch” 

Number 7—‘“Paid in Full.” 

All 314x6, price 18c each net. Carry 
same copy and illustrations as blot- 
ters 5, 6, 7. Ideal for house organs, 
newspapers, credit union bulletins 
and other advertising or educational 
material. Expert art work, clever 
copy. 

MimeocrarpH Ap-INSETS 

Fourteen stencils of credit union 
emblem—Little man under umbrella. 
Sizes vary from 1 to 2 inches. A “win- 
dow” is cut in stencil and ati-inset ce- 
mented thereto. Easy to do. Just the 
thing for the busy committee. Every 
credit union mimeographed piece 
should contain one or more. Price 
$2.40 per sheet, less 20 per cent. 

BooKMATCHES 

Each pack tells your credit union 
story twenty times. Ideal for distri- 
bution through plant cafeteria, can- 
teen, vending machine, neighboring 
stores, restaurants, etc. Imprinted 
with the name and address of your 
credit union. Minimum order, 5,000. 


Prices: 5,000—$3.60 per thousand: 
10,000—$3.40 per thousand; 25,000- 


$3.15 per thousand; 50,000—$2.90 per 
thousand; 100,000—$2.75 per thousand. 
Plus state sales tax, if any. Add 40c 
per thousand for Federal Excise tax. 
Shipped freight prepaid. 

POSTERS 

Size 1042x14, all printed in attrac- 
tive, bright colors on good grade of 
paper. Price 5c each, less 20 per cent. 
Order by number: 

Number 601—‘“He’s Going Places 
with the Help of his Credit Union.” 

Number 602—"It’s Easy to Get 
Ahead—Use Your Credit Union.” 

Number 603—“Save for that ‘Rainy 
Day’.” 

Number 604—‘Join 
Union — Borrow When 
Money.” 

Number 605—“Your Vacation This 
Summer—Go the Credit Union Way.” 

Number 606—“Get Your Winter 
Coal the Credit Union Way.” 

Number 607—‘Pay Cash and Save 
Money.” 


Credit 
Need 


Your 


You 
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Poster cies 613 
Number 608—“Boy! What a Relief 
Free from Debt Worries.” 
Number 609—‘Pay Doctor Bills the 

Credit Union Way.” 
Number 610—‘“New Car 

it Union Way.” 


the Cred- 


Number 611—“Xmas Shop the 
Credit Union Way.” 
Number 612—"“Get Your Easter 


Outfit the Credit Union Way.” 


Number 613—‘“Credit Union Own- 
ership.” (see cut). 

Number 614—‘School Days.” 

Number 615—“‘There’s no Trick to 
Thrift.” 


Number 616—“Tackle any Financial 
Problem through your Credit Union.” 

Number 617—“Credit Union Shares 
are Double Duty-Dollars.” 


Number 618—‘Start Now to Plan 


your Vacation.” 
Number 619—‘For your Personal 
Defense—Save Regularly.” 





Number 620— 
Fertile Soil.” 


“Your Credit Union- 


Number 621—*‘Cooperation — Each 
One Working Together.” 

Number 622 “Teamwork” (see 
cut) 

Number 623—‘“I’m Joining — the 


Credit Union” (see cut). 
Number 624—*“Chart a True Course 
to Security.” 
Number 625— 
Savings Bonds.” 
Number 626—* 
terday.” 


“Buy United States 


You Can’t Buy Yes- 


Number 627—‘‘Had Your Cake and 
the Penny, Too.” 

Number 628—‘Don’t Forget to At- 
tend Your Annual Meeting.” 

Number 629—‘“Behind the Eight 
Ball.” 

Number 631—‘This House is Warm 
Because.” 

Number 632—‘Tax Poster.” 


INSERTS 

Size 25gx4!2, all printed in attrac- 
tive bright colors on good grade of 
paper. Space provided for credit union 
name and address or other informa- 
tion. For insertion in passbooks, pay 
envelopes, mailings, etc. (These are 
small reproductions of corresponding- 
ly-numbered posters listed above.) 

Order by number: 601A, 602A, 
603A, 604A, 605A, 606A, 607A, 608A, 
609A, 610A, 611A, 612A. 
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Poster Number 623 


Movies 
“The Credit Union—John Doe's 
Bank,” produced by the Credit Union 


National Association and the Harmon 
Foundation. Tells in 27 minutes the 
story of credit unions in America- 
what they are, how they operate, who 
belongs to them, how they save their 
members from the clutches of loan 
sharks and have built a four hundred 
million dollar network of peoples or- 
ganizations. Available in four ver- 
sions: Sound-color, rental, $10.00; si- 
lent-color, $7.00; sound—black and 
white, $6.00; silent—black and white, 
$4.00. The fee for weekly rental is 
three times the fee for individual 
showing. For monthly rental fee, 
multiply individual showing fee by 10. 
“Turn of the Tide,” produced by the 
Harmon Foundation. Requires 55 
minutes to show. Available in sound- 
color (rental fee $15.00); sound, black 
and white (rental fee $10.00) .A hu- 
man emotional picture telling the story 
of the lobster fishermen on the coast of 
Maine. How “shore croppers of the 
sea” are working together to gain eco- 
nomic freedom by organizing credit 
unions, marketing and consumer co- 
operatives. 
“People’s Banks,” 
National Film 
story 


produced by the 
Board of Canada. A 
in narrative form of Canadian 
credit unions, shows how credit un- 
ions help the farmer, fisherman and 
industrial worker. Requires about 20 
minutes to show. Available in sound, 
black and white from (in Canada) 
National Film Board of Canada, Ot- 
tawa, Ontario. 

All these films are 16-millimeter in 
size. They can be rented or purchased 
from: 

“The Credit Union—John Doe's 
Bank’’—The Harmon Foundation, 140 








Poster Number 622 


Nassau Street, New York City; The 
Cooperative League of U.S.A., 167 
West 12th Street. New York City; 
Ryerson Press, Toronto, Ontario, 
Canada; Ohio Credit Union League; 
New York Credit Union League: 
Nova Scotia Credit Union League: 


University of B. C., Vancouver, Brit- 
ish Columbia; Consumers Cooperative 


Association, North Kansas City, Mis- 
souri. 
“Turn of the Tide’—The Harmon 


Foundation, 140 Nassau Street, New 
York City; The Cooperative League 
of United States, 167 West 12th Street, 
New York City. 

“People’s Banks” — The Harmon 
Foundation, 140 Nassau Street, New 
York City; The Cooperative League 
of United States, 167 West 12th Street, 
New York City; National Film Board 
of Canada, Ottawa, Ontario. 


Records—-Transcriptions 

“Credit Unions The People’s 
Banks,” a recording produced by the 
Public Affairs Committee, Inc., and 
the Credit Union National Associa- 
tion. Dramatization of the Public Af- 
fairs Pamphlet on credit unions and 
loan sharks. Examples of human ex- 
perience with low interest borrowing 
and loan sharks. Designed for radio, 
public address systems and phono- 
graphs or turntables. 15 minutes play- 
ing time. 16 inches at 3343 r.p.m., 
price $3.75; 12 inches at 78 r.p.m., 
price $3.75. Order from New Tools for 
Learning, 280 Madison Avenue, New 
York 16, New York. 


General Books 


(For better informed credit 
unionists) 

North America, by 
R. F. Bergengren. The latest and only 
volume available which contains the 
story of the credit union development 
abroad, in Canada, and the United 
States. 390 pages— illustrated. Has 
helpful appendix. Price $2.00, less 50 
per cent. 

The War and After, by R. F. Ber- 
gengren and T. W. Doig. Written by 


Credit Union 


two credit union pioneers. Contains 
chapters on “The war and the credit 
union member,” “The war and the 
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In ordering 


BOOKMATCHES 


1,287,500 already ordered 
please note 


that because of war circumstances 

minimum order must now be 5,000, 

and order must be a multiple of 
5,000 


The Bridge poll of book- 
match users finds the majority 
of credit unions are pleased 
with results obtained. (See 
May ‘43 Bridge.) 


SAVE or BORROW 


Se Your 
CREDIT 


UNION 





YOUR 


CREDIT UNION 


WELCOME THE CHANCE 
TO HELP YOU 


Your ad 
copy here 





Each pack tells your story 
twenty times. For distribution 
through plant cafeteria, can- 
teen, vending machines, 
neighboring stores, etc. Im- 
printed with the name and 
address of your credit union. 


Prices: (Minimum order 5000 
books) 


§.000..... 3.60 per thousand 
10,000..... 3.40 per thousand 
28.000..... 3.15 per thousand 
50,000..... 2.90 per thousand 

100,000..... 2.75 per thousand 


Plus state sales tax, if any. 
Add 40 cents per thousand for 
Federal excise tax. Shipped 
freight prepaid. 


CUNA SUPPLY 
COOPERATIVE 


Madison 1, Wisconsin 
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credit union,” “The war and organi- 
zation,” “A credit union member asks 
‘Can we lose the war?’” “After.” 
Foreword by Wm. Reid. 76 pages— 
price 50c each, net. 


Handbooks 
(For better informed credit union 
officers) 
DIRECTORS 

Suggestions to Help Directors Di- 
rect. A 542x8%, 8-page pamphlet. 
Price, 2c each, net. Written in a light 
informal manner. A helpful guide for 
directors. 

CrepiIt COMMITTEE 

The Credit Committee the Heart of 
the Credit Union. Price 2c each, net. 
A 51x84, 8-page pamphlet written 
in a light, informal manner. A help- 
ful guide for credit committee mem- 
bers. 

SUPERVISORY COMMITTEE 

Auditing Pointers for Supervising 
Committee. Price 2c each, net. A 
542x812, 8-page pamphlet written in a 
light, informal manner. A _ helpful 
guide for the auditing or supervising 
committee member. 


EDUCATIONAL COMMITTEE 


100 Practical Questions for Educa- 
tional Committees. Price 2c each, net. 
A 542x812, single-fold leaflet. The 100 
questions asked help an educational 
committee to analyze its job and plan 
its program of action. 

Suggestions for Educational Com- 
mittees. Price 5c each net. A 6x9, 16- 
page pamphlet published by the Fed- 
eral Credit Union Section—well illus- 
trated—contains collection of ideas 
and methods successfully used by ed- 
ucational committees of many credit 
unions. 





For ALL OFFICERS 


Let’s Hold Better Annual Meetings. 
Price 10c each, net. A 6x9, 20-page 
pamphlet published by Federal Credit 
Union Section—well illustrated. Con- 
tains collection of ideas and methods 
used by credit unions which hold bet- 
ter annual meetings. 


How ve did it 


{Continued from page 201) 
Management Cooperation 


“The Staley Credit Union is one of 
the many credit unions which are for- 
tunate enough to have the cooperation 
of the company whose employees are 
our members. Through the foremen 
and department heads we have con- 
tacted prospective members. First, 
we made a list of the names of all non- 
members and then submitted these 
lists, by departments, to each depart- 
ment head and each foreman. To the 
department heads and foremen also 
went a letter explaining the advan- 


tages of our credit union so they would 
be better able to explain the advan- 
tages of the credit union to the pro- 
spective members. Another circular 
letter explaining the purpose of our 
credit union and containing a mem- 
bership application blank was pre- 
pared and distributed to all non-mem- 
bers. 

“Because of the great number of 
men in military service drawn from 
our company’s labor supply there 
were several hundred new employees 
who were not acquainted with credit 
union and from this group we were 
able to secure many new members. 

“Our Educational Committee also 
published an article in the Staley’s 
monthly paper THe Statey News to 
gain further interest in our member- 
ship drive. 

“Summing up this first drive, we 
feel that our success was due in the 
greater part to personal contact by the 
department heads and foremen and 
credit should be given this personnel 
who have given their time and co- 
operation to this organization of which 
they, themselves, are members. 

“Looking forward to new members 
each month, our Board of Directors 
have come to the conclusion that the 
best time to contact prospective new 
members was at the time when hired. 
The Staley Company has an excep- 
tionally well-trained young man with 
the title of “Job Trainer” who makes 
the new employee acquainted with 
various phases of the job he is to do, 
as well as acquainting him with sev- 
eral beneficial organizations which the 
company has to offer, including our 
credit union. Thus, when a new em- 
ployee takes his job training, the Job 
Trainer explains our credit union to 
him and we now have an immediate 
contact with the new employee. 

“T am sure the Second International 
Credit Union Membership Drive can 
be just as successful as the first. I feel 
that a prospective member can and 
should be well advised of the services 
that our credit unions offer. Many 
feel that credit unions are only for 
whose who wish to borrow but this is 
not true and such persons should be 
impressed with the fact that a credit 
union is maintained to promote thrift 
among its members, as well as to loan 
money for provident purposes. [If 
members, during this war time period, 
making more money than ever before, 
would use their credit union as a place 
for saving, then the security they 
would feel after the war would offset 
any material change they may have 
to suffer in the coming post-war 
period. 

“You have our best wishes for a 
successful Second Membership Drive 
and our Credit Union will be among 
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those putting forth every effort to gain 
new members.”—Audrey Winchester 
treasurer The Staley Credit Union 
Decatur, Illinois. 


’ 
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Policies, Please 


The Cuna Policy Committee, re- 
cently appointed by President R. A. 
West for 1944-45, is extremely anxious 
to see that the members of the Na- 
tional Association are given an op- 
portunity to express themselves as to 
the policies they think should be 
adopted by the national organization. 
It is therefore requesting that mem- 
bers send their ideas to either the 
chairman or to any member of the 
committee. The benefit of their advice 
and/or suggestions will be sincerely 
appreciated. 

Since the committee wishes to take 
sufficient time to study each proposed 
statement of policy, and as this will 
have to be done mainly by mail, it is 
requested that suggestions be sub- 
mitted as soon as possible. 

The members of the committee, and 
their addresses, are: 

Karl S. Little, chairman, 1064 Lin- 
coln Street, Salt Lake 5, Utah. 

A. C. Savage, 28 Duke 
Toronto, Canada. 

F. B. Dickenson, 4537 MacKensie 
Street, Vancouver, Canada. 

A. M. Angove, City Hall, Tacoma, 
Washington. 

W. R. Wilson, 1509 Washington 
Avenue, St. Louis, Missouri. 

M. A. Pottiger, U. S. Postoffice, Har- 
risburg, Pennsylvania. 

Henry Stricker, 1129 Bergen Street, 
Newark, New Jersey. 


Street, 


Cover Picture 

This month’s cover, in honor of the Mem- 
bership Drive, shows Harry E. Smith and 
M. O. Borland, on Membership Drive Com- 
miitee of Gisholt Employees Credit Union, 
Madison, Wisconsin, signing up Herman 
Segebrecht. Mr. Borland is treasurer of the 
credit union. 


More This Year 


Army postal officers are preparing 
to move about twice as many Christ- 
mas parcels as were handled last year, 
while the Navy Mail Service expects 
nearly four times the volume of gifts 
handled last year through Fleet Post- 
offices in New York and San Fran- 
cisco. 

Packages should weigh not more 
than five pounds and have combined 
dimensions of not more than 36 inches. 

Officials advise using labels that 
won’t come off and putting an extra 
address inside. Don’t send perishables, 
they warn, and don’t put edibles in the 
same box with durable gifts. 

Mark “Christmas parcel” and for 
overseas delivery mail between Sep- 
tember 15 to October 15. All Christ- 
mas shopping and mailing should be 
done especially early this year. 





\ For Officers 


and committee members not now served by 
another credit union, we offer complete 
credit union service. Write 


Cuna Credit Union 
Madison I, 
Life savings and loan insurance. 


Wisconsin 





Membership Drive 
TIPS 


In planning future drives, a scrap- 
book of the present drive—containing 
materials used, “do’s” and “don’t’s” 
discovered, ideas developed, a sum- 
mary of results, and so forth—will 
prove helpful to credit union directors 
and committees. 

It need not be elaborate nor too 
time-consuming. Even a folder or 
envelope would be worthwhile. 











If you are doubtful, or inclined to 
be timid about letting your members 
know of the loan service of your cred- 
it union—the article “Getting Small 
Loans,” written by a vice president of 
a leading bank, is chock full of 
thoughtful points for credit union 
management. 

For a free copy, write Cuna Edu- 
cational Services, Credit Union Na- 
tional Association, Madison 1, Wis- 
consin. 


Public Relations 


A strong effort to separate small 
loan companies from loan sharks in 
the public mind is being made by the 
New York State Association of Small 
Loan Companies, by means of a com- 
prehensive public relations program. 

Members of the association meet 
frequently with governmental, labor, 
and other social agencies to consider 
problems facing the business as well as 
the public. 


Speaking of the membership drive... . 


“ce 
V4 E increased our membership 30 per cent, share savings 110 per cent, deposits 


118 per cent, and loans 150 per cent. The principal credit must be given to the Cuna 


Mutual Insurance Society . . . loan protection and life savings insurance,” writes 


Knute Haddeland, secretary-treasurer of the Starbuck Credit Union Society Limited, 


Starbuck, Manitoba. 


What about your credit union? 


CUNA. Mutual Insurance Society 


P. O. Box 391, Madison 1, Wisconsin 
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Canadian Office, P. O. Box 65, Hamilton, Ontario 
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Bees iEKM “unit system” is applied to National’s window- 
posting system. It means that all records are posted simultane- 
ously without later copy work, and that all types of transactions 
can be handled at the same window. 


This unit system has proved itself the most complete, efficient, 
and fastest window-posting service available. It reduces con- 
gestion, permits a smooth, even flow of transactions, and accom- 
plishes all these results with a true economy of operation. 

National Accounting-Bookkeeping Machines may be secured 
through priorities. 


Our factory at Dayton, Ohio, proudly flies the Army-Navy “E” with four 
stors * *& & *& for “unceasing excellence’ in the production of precision 


instruments and other war materiel 


CASH REGISTERS «+ ACCOUNTING-BOOKKEEPING MACHINES 


The National Cash Register Company 





